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COLLIS  BROWN  ES'  SCHOOLDAYS 


"Do  you  remember  the 

time  that  Brownes  went  through 
a  difficult  patch7" 

"You  mean  when  he  was  a 
bit  suspect  and  slightly 
abused?" 

"Yes  but  thank 

goodness  Brownes  was  soon 

put  right,  became  very 

respectable,  and  now  gets 
recommendation  after 
recommendation". 


"•^•KDICSffi  FOB  DWBB«»<(llf 


Because  of  its  successful 
reformulation  Collis  Brownes 
is  the  safe  effective  remedy 
for  diarrhoea  and  tummy  bugs  — 
which  you  can  recommend 
wholeheartedly. 


AND  IT  CARRIES  THE  FULL  INTERNATIONAL  LABORATORIES  GUARANTEE 


We  have  a 
powerful  new  radic 
programme. 


It  starts  in  May  and  it  features  the 
Radio  Times.  In  fact,  ten  free  weeks  of  it 
to  every  consumer  who  sends  us  three 
Droofs  of  purchase  of  the  long  lasting 
Dattery. 

How  will  this  programme  increase 
your  audience?  Ten  free  copies  of  the 
Radio  Times  is  worth  £2.50,  so 
your  customers  will  want  to  buy 
their  three  proofs  of  purchase  of 
Duracell  to  cash  in  on  this  valuable 
promotion. 

It's  easy  to  take  part  in  our 
programme. 

Simply  stock  up  on  Duracell, 
display  our  free  RO.S  and  encourage 
your  customers  to  take  a  leaflet. 

In  return  for  three  proofs  of 
purchase  they'll  receive  the  current 
edition  of  the  Radio  Times  and  nine 
vouchers  redeemable  against  the  next 
nine  weeks  ofthe  magazine. 

All  of  which  should  bring  you 
plenty  of  repeat  purchases,  especially 
since  Spring  is  when  portable  radios 
come  out  in  the  open  and  get  listened 
to  all  day  long. 

For  more  information  contact 


your  usual  stockist,  ring  or  write  to: 
Duracell  Sales  Office,  Duracell  UK, 
Duracell  House,  Gatwick  Road,  Crawley, 
Sussex.  Tel:  Crawley  (0293)  512021. 

Duracell.  No  ordinary  battery  looks 
like  it  or  lasts  like  it. 


Or  makes  money  like  it. 
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'Kill  or  cure'? 


Channel  4  television,  as  one  of  its 
priorities,  caters  for  minority  interests  — 
and  since  the  majority  of  us  probably 
have  at  least  a  few  minority  interests,  the 
appeal  should  be  fairly  universal.  But  in 
fulfilling  that  brief,  the  channel  offers 
screen  time  to  pressure  groups  and 
independent  producers  or  programme 
companies  who  have  a  point  to  make 
which  is  sometimes  outside  the 
mainstream  view. 

Such  criteria  may  well  be  behind  the 
new  six-part  series  "Kill  or  cure"  (see 
Comment,  April  23)  which  began  last 
week.  As  we  predicted,  the  programme 
seems  bent  on  doing  damage  to  the 
industry,  the  drugs  it  produces  and  to 
some  extent,  by  implication,  to  the  people 
who  prescribe  them. 

The  first  programme  was  on  SMON 
(subacute  myelo-optic  neuropathy)  and 
the  association  of  this  syndrome  with 
clioquinol  and  related  drugs.  In  summary, 
it  claimed  that  use  of  clioquinol  in  Japan 
led  to  an  epidemic  of  SMON  in  which 
several  hundred  died;  that  Ciba-Geigy 
(makers  of  Entro-Vioform)  settled 
through  the  Japanese  courts  and  issued  an 
apology  to  the  victims;  that  clioquinol 
had  been  banned  or  withdrawn  in  the  UK, 
USA  and  other  countries,  but  that  it  was 
still  available  in  India,  Africa  and  Latin- 
America  —  the  makers  proposing  only  to 
phase  out  over  perhaps  five  years  simply 
because  it  is  an  "old"  drug. 

That  is  a  damming  indictment  indeed 
—  and  one  that  demands  an  answer  from 
the  industry.  However,  Ciba-Geigy  chose 
not  to  be  interviewed,  having  been  more 
than  once  bitten  and  now  perhaps  for  ever 
shy  of  the  media  and  their  habit  of 
judicious  cutting  of  what  has  been  said  in 
order  to  prove  a  preconceived  point.  The 
producers  were  instead  given  a  statement 
of  fact  which  they  claimed  was  too  long  to 
read  out  in  full. 

C&D  understands  that  among  the 
points  made  in  the  past  have  been  the 


finding  that  at  least  15  percent  of 
Japanese  SMON  victims  had  never  taken 
clioquinol;  that  nowhere  else  in  the  world 
have  there  been  reports  on  anything  like 
the  Japanese  scale,  even  where  drug  usage 
has  been  higher;  that  under  Japanese  law, 
a  company  making  a  court-mediated 
settlement  is  required  to  make  a  public 
apology  (in  the  UK  of  course,  plaintiffs 
can  be  spared  court  appearances  without 
a  company  accepting  liability);  that 
clioquinol  had  been  on  the  Japanese 
market  for  20  years  before  the  first 
relationship  was  reported;  that  any  causal 
relationship  is  apparently  not  dose- 
related,  and  that  countries  still  accepting 
the  drug  do  so  knowingly,  having 
themselves  not  experienced  any  SMON 
epidemic  (which,  it  should  be 
remembered,  is  a  collection  of  symptoms 
rather  than  a  condition  in  itself)- 

Whether  these  points  add  up  to  a 
rejection  of  the  "Kill  or  cure"  allegations 
is  immaterial:  they  at  least  put  the 
company's  actions  in  a  somewhat 
different  light,  whether  one  agrees  with 
them  or  not.  Pharmacists,  we  believe, 
should  be  given  an  opportunity  to 
consider  such  evidence  because  it  is  they 
who,  in  many  cases  recommend  Entero- 
Vioform  to  the  public.  Undefended 
attacks  in  the  media  on  the  product  or  its 
makers  are  therefore  indirect  attacks  on 
the  integrity  of  the  pharmacist  —  or  might 
be  seen  so  at  a  time  when  a  campaign  is 
under  way  to  have  the  pharmacist's  advice 
recognised,  and  another  to  secure  more 
script-only  medicines  for  counter- 
prescribing. 

That  Channel  4  has  the  right  — 
perhaps  even  the  duty  —  to  expose  drug 
failures  and  industry  excesses,  is  without 
question.  But  it  must  not  lose  sight  of  the 
"majority"  in  its  quests.  If,  through  lack 
of  balance,  it  undermines  public 
confidence  in  medicines  and  in  the  health 
professions,  it  will  have  much  to  answer 
for.  Except  of  course,  that  the  media  do 
not  live  with  the  consequences  of  their 
actions  —  they  move  on  with  self- 
satisfaction  to  tilt  at  new  windmills. 
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THIS  WEEK'S  NEWS 


NCC  calls  for  'strict 
liability'  on  medicines 


The  National  Consumer  Council  believes 
that  patients  who  are  harmed  by 
prescribed  drugs  should  have  the  same 
rights  as  are  already  available  to  buyers  of 
all  other  defective  products  —  namely  to 
hold  the  seller  "strictly"  liable. 

The  NCC,  in  a  response  to  the 
Greenfield  report,  says  it  acknowledges 
that  there  may  be  a  case  for  treating  drugs 
separately.  "The  Council  suggests  that  an 
agency  of  the  NHS  should  assume  liability 
for,  and  compensate,  cases  involving 
NHS  patients  and  then  reclaim  the  costs 
from  the  appropriate  party." 

The  Council  points  out  that  if  patients 
buy  defective  medicines  from  a  pharmacy 
they  can  sue  the  pharmacist  if  this  proves 
to  be  faulty  —  just  as  they  can  sue  any 
other  trader  who  sell  them  a  defective 
product.  But  under  the  NHS,  there  is  no 
sale  or  contract  between  the  pharmacist 
and  the  patient,  so  neither  the  Sale  of 
Goods  Act  nor  Part  ( 1 )  of  the  Supply  of 
Goods  and  Services  Act  apply. 

"We  find  this  anomalous,"  says  the 
NCC,  and  believe  that  patients  should 
have  the  same  rights  as  are  available 
already  to  buyers  of  all  other  defective 
products. 

"In  other  words,  we  would  like  to  see 
the  pharmacist/patient  transaction 
treated  as  though  it  were  a  sale  in  the 
ordinary  way."  The  NCC  says  it  sees  no 
need  to  depart  from  this  principle  when 
the  patient  is  exempt  from  prescription 
charges.  "In  the  majority  of  cases,  the 
pharmacist  would  be  able  to  pass  liability 
to  wholesaler  and/or  manufacturer." 

The  Council  says  it  continues  to 
support  the  EEC  Draft  Directive  on 
defective  products  which  would  make 
manufacturers  and  producers  strictly 
liable  for  defective  goods  (if  and  when 
that  becomes  law  injured  patients  will  be 

Food  allergy  test 
accuracy  confirmed 

Larkhall  Laboratories  have  confirmed 
that  their  food  allergy  testing  service  is 
80-90  per  cent  accurate. 

The  laboratory  was  closed  down  for 
10  days  for  an  exhaustive  check  of 
procedures  after  the  Observer  criticised 
the  reliability  of  the  cytotoxic  tests  used 
(C&D  April  9,  p602).  Dr  R.  Woodward, 
chief  executive,  Larkhall  Laboratories, 
said  last  week  that  the  investigation 
confirmed  the  level  of  accuracy  which 
they  had  claimed  from  the  outset:  "We 


able  to  take  action  against  the 
manufacturers  responsible  for  a  defective 
drug  —  in  some  cases  the  pharmacist). 

It  is  becoming  increasingly  important 
for  the  pharmacist  to  keep  proper  records 
of  manufacturers,  especially  where  an 
unbranded  drug  has  been  substituted, 
says  the  NCC.  "We  do  not  believe  that 
any  special  requirements  will  be  needed." 
The  incentives  for  proper  record  keeping 
should  be  sufficient  —  to  the  same  extent 
as  they  are  for  all  other  products, 
concludes  the  NCC. 

The  NCTC  welcomes  the  Greenfield 
suggestion  that  generics  should  be 
supplied  by  pharmacists  instead  of 
branded  drugs  —  subject  to  the  doctor's 
right  to  insist  on  branded  drugs  if  they  so 
decide.  "If  there  were  a  free  market, 
patients  would  opt  for  unbranded  drugs, 
given  the  large  differences  in  price  and  the 
fact  that  many  are  currently  available  and 
in  common  use,"  says  the  NCT.  "If  the 
Government  thinks  pharmaceutical 
companies  need  more  money  for  research, 
this  should  come  from  a  direct  subsidy, 
not  by  a  distortion  of  the  market." 

Self  medication 

An  inquiry  should  be  set  up  to  look  at 
information  given  to  patients  to  examine, 
among  other  things,  the  possibility  of 
producing  self-medication  leaflets,  so  that 
people  need  not  bother  the  doctor  with 
trivial  complaints,  says  the  NCT. 
Labelling  on  medicines  should  also  be 
improved  and  publicity  material  prepared 
in  minority  languages.  The  proposal  that 
drug  treatment  cards  be  carried  by 
patients  is  also  warmly  welcomed  by  the 
NCT.  They  should  be  issued  by  the  DHSS 
".  .  .  to  avoid  the  possibility  of  drug 
companies  using  them  to  advertise  their 
own  products." 

have  never  claimed  that  cytotoxic  tests 
were  infallible  and  we  admit  that  in  some 
cases  up  to  20  per  cent  error  can  occur." 

The  principle  of  the  test  is  that  white 
cells  in  the  patient's  blood  sample  are 
broken  down  in  the  presence  of  foods  to 
which  the  patient  is  allergic.  Four  degrees 
of  destruction  can  be  measured  from 
negative  to  100  per  cent  certain,  and 
inconsistencies  are  more  likely  to  occur 
when  the  reaction  falls  into  the 
"uncertain"  or  "reasonably  certain" 
categories.  One  advantage  is  that,  with 
the  most  positive  reaction,  the  cytotoxic 
test  immediately  pinpoints  allergy- 
producing  foods  whereas  the  rotated  diet 
system  can  take  weeks  or  months. 


Depo-provera  panel 
only  to  summarise 

The  public  hearing  on  Depo-provera 
closed  last  week  after  24  experts  had  given 
evidence  (C&D  p744).  The  hearing  panel 
hopes  to  present  a  summary  of  the 
evidence  to  the  Minister  for  Health  within 
the  next  two  months. 

The  panel  is  not  expected  to  make 
recommendations  as  to  whether  Depo- 
provera  should  be  licensed  as  a  long-term 
contraceptive;  it  will  be  up  to  the  Minister 
to  decide  whether  to  reverse  his  earlier 
decision  that  it  should  not. 

FPA  says  drug  'needed' 

Experts  giving  evidence  after  C&D  went 
to  press  last  week  included  Dr  Michael 
Smith,  honary  chief  medical  officer, 
Family  Planning  Association,  who  said 
there  was  a  need  for  the  drug  as  an 
additional  contraceptive  option  in  the  UK 
(other  witnesses  estimated  that  as  many  as 
7,000  women  needed  the  drug).  Dr  Smith 
believed  there  was  no  appreciable  risk  of 
doctors  imposing  Depo-provera  without 
consent. 

"If  doctors  did  so,  the  practice  would 
not  apply  merely  to  Depo-provera  but  to 
their  drug  administration  standards  in 
general,"  he  said.  The  FPA  would 
provide  educational  materials  about  the 
drug  if  it  were  licensed  for  long-term  use, 
just  as  it  now  provides  information  on 
other  contraceptives.  Neither  the  FPA  nor 
Upjohn  were  permitted  to  provide  full 
educational  materials  on  the  drug  at 
present  because  to  do  so  was  construed  as 
promotion  of  a  non-approved  product. 

Bleeding  pattern  changes 

Dr  Elof  Johansson,  professor  of 
obstetrics  and  gynaecology,  Upsalla 
University,  Sweden,  said  that  the  change 
in  bleeding  pattern  was  not  a  side  effect 
but  an  expected  effect  or  therapeutic 
outcome  that  had  to  be  explained  to 
potential  users.  He  also  noted  that  the 
amount  of  drug  received  by  nursing 
infants  was  not  biologically  significant. 
"In  fact,  if  consideration  is  given  to  the 
'sea'  of  compounds,  nicotine,  aspirin,  etc, 
in  the  breast  milk,  the  review  group  could 
never  recommend  licensing  of  breast 
milk,"  he  said. 

Dr  P.  Senanayake,  medical  director, 
International  Planned  Parenthood 
Federation,  said  the  Federation's  Medical 
advisory  panel  had  failed  to  find  a  single 
scientific  or  medical  body  that  had  not 
approved  use  of  the  drug. 

The  public  hearing,  the  first  of  its  kind 
to  be  held  in  the  UK,  was  requested  by 
Upjohn  Ltd. 


800 
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FPS  administration  BHP 


to  be  reviewed 

The  Department  of  Health  is  shortly  to 
appoint  management  consultants  to  look 
for  ways  of  improving  the  administration 
of  the  family  practitioner  services.  The 
consultants  will  be  asked  to  recommend 
the  most  efficient  methods  of 
administration  to  meet  the  needs  of 
patients  and  professionals  and,  in 
particular,  to  advise  on  how  to  make  the 
best  use  of  computers. 

However,  Minister  for  Health  Mr 
Kenneth  Clarke,  announcing  the  study 
last  week  said:  "It  will  not  call  into 
question  the  status  of  general  medical 
practitioners,  general  dental  practitioners, 
opticians  and  pharmacists  as  independent 
contractors,  the  methods  of  determining 
their  remuneration,  or  the  status  of 
Family  Practitioner  Committees  as 
proposed  in  the  Health  and  Social 
Services  and  Social  Security 
Adjudications  Bill  which  is  now  before 
the  House. 

"This  year  the  running  costs  of  the 
amily  practitioner  services  will  be  well 
over  £50m.  The  administration  has  not 
been  thoroughly  examined  for  many  years 
and  I  think  it  is  now  essential  to  look  at 
the  system  as  a  whole  to  make  sure  the 
best  use  is  being  made  of  new  technology 
and  the  best  administrative  practice,"  Mr 
Clarke  said. 

Terms  of  reference 

The  terms  of  reference  for  the  study  will 
be:  To  examine  the  functions  of  FPCs, 
the  NHS  Central  Register,  the  Dental 
Estimates  Board  and  the  Prescription 
Pricing  Authorities  in  the  administration 
of  the  family  practitioner  services  (FPS), 
with  particular  reference  to  patient 
registration  and  methods  of  calculating 
and  making  payments  due  to  professional 
contractors;  to  review  the  potential  for 
measures,  including  development  of  the 
use  of  computers,  to  promote  efficiency 
and  effectiveness  of  administration  in  the 
FPS  and  to  facilitate  exchange  of 
information  between  the  bodies 
concerned  in  FPS  administration, 
professional  contractors,  Regional  and 
District  Health  Authorities,  Government 
departments  and  other  interested  parties 
and  organisations  (including  the  provision 
of  information  for  planning,  clinical  and 
research  proposals);  to  assess  the  costs 
and  benefits  of  proposals  for  change,  and 
to  recommend  a  strategy  for  the  use  of 
computers  and  other  developments  in  the 
administration  of  the  FPS  over  the  next 
10  to  15  years. 

Tenders  for  the  work  are  to  be  invited 
shortly  from  selected  consultancy  firms 
with  a  view  to  a  report  being  available 
early  next  year,  says  Mr  Clarke. 
Management  consultants  (Binder, 
Hamlyn,  Fry)  are  already  at  work  on  a 
separate  study  of  the  arrangements  for 
forecasting  and  control  of  expenditure  of 
the  family  practitioner  services. 


"At  least  it's  been  good  for  business. " 


Plain  English  for 
drug  companies? 

Plain  English  Campaign  is  to  concentrate 
its  attention  on  "confusing  and  often 
dangerous"  manufacturers'  instructions 
on  medicine  packs  —  and  campaign 
organiser  Chrissie  Maher  says  this  is  due 
largely  to  concern  expressed  by 
pharmacists. 

Ms  Maher,  who  is  currently  compiling 
a  report  on  the  subject  for  the  National 
Consumer  Council,  has  been  gathering 
evidence  for  some  two  years.  The  report  is 
due  to  be  completed  at  the  end  of  this 
year,  with  Ms  Maher  promising  "a  pretty 
heavy  attack  on  the  drug  companies." 
She  cites  cases  such  as  an  old  lady  found 
to  have  been  taking  suppositories  orally, 
and  a  six-year  old  rendered  unconscious 
by  a  five-fold  overdose. 


The  PEC  believes  changes  in 
legislation  to  be  the  only  way  of 
improving  the  situation,  and  lobbying 
activities  will  begin  as  soon  as  the  report  is 
completed.  A  new  category  for  drug 
manufacturers  will  appear  for  the  first 
time  in  this  year's  Plain  English  awards. 

MsMaher  believes  people  are 
increasingly  turning  to  their  pharmacist  as 
a  convenient  source  of  advice  on  drugs. 
"We  particularly  like  pharmacists,"  she 
says,  "but  they  cannot  be  held  responsible 
for  manufacturers'  confusing 
instructions." 

An  ABPI  spokesman,  replying  to  the 
PEC's  charges,  pointed  out  that  precise 
regulations  covering  the  labelling  of 
medicines  already  exist  which  may  compel 
the  drug  companies  to  make  their 
instructions  more  complicated  and 
technical  than  bodies  such  as  the  PEC 
may  wish. 


Conditions  proposed 
for  OTC  ibuprofen 

Details  of  the  proposed  conditions  under 
which  ibuprofen  might  be  released  for 
pharmacy  sale  over  the  counter  (C&D 
January  1/8,  p4)  have  been  circulated  to 
licence  holders  of  ibuprofen  products  by 
the  Department  of  Health. 

C&D  understands  that  the  maximum 
recommended  dosage  must  not  exceed 
400mg  and  the  maximum  daily  dosage 
l,200mg.  The  following  indications 
would  be  permitted:  Rheumatic  and 


muscular  pain,  backache,  neuralgia, 
migraine,  headache,  dental  pain,  period 
pain,  feverishness,  symptoms  of  colds  and 
flu. 

Retail  pharmacists  would  be  able  to 
counter-prescribe  any  brand  of  ibuprofen 
tablets,  capsules  or  syrup  in  a  container  he 
had  himself  labelled  to  show  the 
permitted  dosage  and  one  or  more  of  the 
permitted  indications.  An  ibuprofen 
product  could  be  made  available  for 
pharmacy  sale  only  if  supported  by  an 
appropriate  product  licence  —  in  most 
cases  a  variation  of  licences  would  be 
required. 


'Medicines  that 
don't  mix'  

A  guide  to  "medicines  that  don't  mix" 
has  been  published  in  the  May  18  issue  of 
Family  Circle  —  a  magazine  available  at 
supermarket  check-outs. 

The  two-part  article  by  Dr  Vernon 
Coleman  "has  not  set  out  to  provide  a 
complete  list  but  to  indicate  some  of  the 
main  problem  causers."  To  be  on  the  safe 
side,  the  article  advises,  patients  should 
ask  the  doctor,  when  given  a  prescription, 
if  there  are  any  foods  or  drugs  to  be 
avoided.  Preparations  listed  include 


"blood  pressure  drugs,"  antidepressants, 
oral  contraceptives  and  cough  and  cold 
treatments.  

No  valproate  inquiry 


A  public  inquiry  into  the  safety  of  sodium 
valproate  is  not  necessary,  junior  health 
minister  Mr  Geoffey  Finsberg  told  Miss  J. 
Richardson  in  a  written  Commons  answer 
last  week.  Recent  articles  in  the  Daily 
Mirror  have  suggested  the  drug  was 
dangerous,  and  Miss  Richardson  asked 
when  the  drug  had  last  been  evaluated  by 
the  Committee  on  the  Safety  of 
Medicines. 
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The  travel  sickness  tablets  made  especially  for  children. 


Rural  decision  makers  get  round  the  table 


The  Rural  Dispensing  Committee  which  is  to  oversee  the  implementation  of  the  Clothier  Regulations  met  for  the  first  time  last 
week  (April  23)  to  determine  procedure  for  handling  applications  and  appeals  on  rural  dispensing  matters.  C&D  understands  the 
meeting  was  'very  useful, '  establishing  procedures  for  handling  appeals  that  might  vary  according  to  amount  of  work  in  hand  and 
'case  experience. '  The  next  meeting  is  on  May  26  when  any  cases  submitted  by  Family  Practitioner  Committees  will  be 
considered.  Last  week's  meeting  also  enabled  Committee  members  to  get  to  know  each  other  and  was  attended  by  all  lay 
members  (I),  pharmacist  members  (p)  and  their  deputies  (pd)  and  doctors  (d)  and  their  deputies  (dd).  Seated  from  left  to  right  are 
DrD.J.D.  Farrow  (d),  DrR.J.R.  Lewis  (d),  DrD.H.  Maddock  (pd),  DrD.E.  Pickersgill  (dd),  Mr  CD.  Ross(pd),  MrG.C.  Waterer (I),  Sir 
Alan  Marre  (chairman)  and  Mrs  M.  Tudor  (I)  and  standing,  Dr  G.E.  Cormack  (d),  Mr  D.M.  Clark  (I),  Mr  R.  Dickinson  (pd),  Mr  D. 
Coleman  (p),  Mr  A.  Smith  (p)  and  Mr  C.C.B.  Stevens  (p).  Not  included  in  the  picture  are  two  of  the  deputy  doctor  members,  Dr  E  C. 
Bramwell,  and  Dr  M.A.  Wilson  nor  Mr  George  Brechin,  principal  at  the  DHSS  and  secretary  to  the  RDC 


Wakering  dispute 
enters  new  phase 

The  patient's  protest  group  in  Great 
Wakering  has  taken  over  the  lease  of  a 
shop  between  the  pharmacy  of  Mr 
Lawrence  Collin  and  the  health  centre  in 
the  village.  Their  objective  appears  to  be 
to  set  up  a  pharmacy  of  their  own. 

The  Right  of  Choice  group  has  applied 
to  Rochford  District  Council  for 
permission  to  do  building  work  on  the 
premises.  However,  Mr  Collin  points  out 
that  the  area  is  a  controlled  locality  under 
the  Clothier  Regulations  and  for  a  new 
pharmacy  to  open  an  application  will 
have  to  be  made  to  the  FPC.  This  will 
probably  be  referred  to  the  Rural 
Dispensing  Committee  as  it  would  result 
in  a  significant  change  in  dispensing 
arrangements. 

The  opening  of  another  pharmacy 
closer  to  the  health  centre  would  do  little 
to  preserve  the  dispensing  doctor  status  of 
those  GPs  practising  there. 

Fighting  back 

In  an  attempt  to  counteract  the  effects  of 
the  collection  and  delivery  service  being 
operated  from  outside  the  health  centre 
by  the  Right  of  Choice  group,  Mr  Collin 
has  started  staying  open  until  7pm  each 
night.  This  enables  him  to  catch  people 
using  the  evening  surgery,  for  whom  the 
ROC  are  unable  to  "deliver"  to  until  the 
following  morning. 
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An  instruction  sheet  to  ROC 
volunteers  list  four  pharmacies  in  the 
Southend  and  Shoeburyness  area  which 
have  been  approached  and  agreed  to 
dispense  prescriptions.  How  long  this 
apparently  vindictive  campaign  will  last  is 
uncertain.  The  sheet  also  instructs  that 
"people  must  ask  us  to  collect  there 
medicines  and  put  there  name  and  address 
on  envelopes  supplied  so  as  you  know 
what  medicines  belong  where  and  put 
their  prescriptions  in  each  separate 
envelope  and  chemist  will  take  envelope 
and  put  medicine  in  each  so  there  is  no 
mistake  (sic)." 

'One  mile'  realism 
from  Dorset  LPC 

Definitions  of  rurality  are  expected  to  be 
determined  by  "case  law"  by  the  Rural 
Dispensing  Committee  as  it  meets  to 
process  applications  to  dispense  from 
doctors  and  pharmacists.  However,  some 
alternatives  to  the  "one  mile  rule"  were 
put  forward  recently,  together  with 
factors  that  tend  to  make  it  unrealistic,  by 
Dorset  Local  Pharmaceutical  Committee: 

□  The  "one  mile  rule"  should  apply  to 
where  the  prescription  is  written  and  not 
where  the  patient  resides,  bearing  in  mind 
that  94  per  cent  of  patients  are  seen  at  the 
surgery. 

□  Is  the  pharmacist's  position  well 
known  in  rural  areas? 

□  Is  it  reasonable  to  have  subsidised 
dispensing  doctor  surgeries  adjacent  to 


adequate  pharmaceutical  services  in  town 
centres? 

□  Would  the  public  consider  a  semi- 
urban  situation,  viz.  the  outskirts  of  a 
town  as  "rural"  because  cattle  can  be 
seen  grazing  at  the  end  of  the  garden? 

□  How  should  rural  be  defined  in  the 
context  of  dispensing  at  doctors' 
surgeries,  bearing  in  mind  (a)  the  lame 
and  bedridden  are  catered  for  in  another 
section,  (b)  school  children  up  to  the  age 
of  1 1  years  do  not  get  school  transport  if 
they  live  less  than  two  miles  (two  or  one); 
over  1 1  it  is  three  miles. 

□  Is  one  mile  nowadays  a  realistic 
distance  to  enable  a  pharmacy  to  be  viable 
and  able  to  compete  with  state  subsidised 
dispensing. 

Pharmacy  UCCA 
applications  up 

The  number  of  students  applying  to 
university  schools  of  pharmacy  for  places 
in  October  has  increased  substantially. 
According  to  the  Universities  Central 
Council  on  Admissions  2,731  students 
made  pharmacy  their  first  choice  of 
subject  at  March  3 1 ,  the  closing  date  for 
applications.  Of  these  281  were  overseas 
students. 

Last  year  the  final  figures  in  October 
were  2,543,  299  being  overseas  applicants. 
(Under  the  statistical  formula  used  by 
UCCA  the  criterion  for  substantial 
depends  not  only  on  the  percentage  change, 
but  also  the  number  of  applications). 
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Peer  review  needed 
to  reassure  public 

Peer  review  is  a  means  of  showing  the 
public  that  the  pharmaceutical  profession 
is  serious  about  its  standards,  Mr  David 
Knowles,  member  of  the  Pharmaceutical 
Society's  Council,  told  the  Society's 
Hospital  Pharmacists  Group  annual 
meeting  last  week. 

It  was  now  time  to  "demonstrate  our 
own  competence  to  those  who  may  have 
less  faith  in  it  than  we  do,"  he  said.  Mr 
Knowles  was  chairman  of  the  Society's 
working  party  on  standards  of  practice  in 
the  managed  service,  whose  report  on 
how  peer  review  could  be  introduced  for 
hospital  pharmacists  was  accepted  by 
Council  in  February  (C&D  February  12, 
p257).  The  work  had  arisen  from  a 
recommendation  by  the  Royal 
Commission  on  the  NHS  that  the  health 
professionals  should  set  up  their  own 
programmes  for  auditing  standards  of 
care,  the  implication  being  that  if 
professional  bodies  did  not  put  their  own 
houses  in  order  then  someone  else  would. 

Mr  Knowles  explained  last  week  that 

NI  professions  to 
consider  drug  supply 

Representatives  of  the  pharmaceutical 
and  medical  professions  in  Northern 
Ireland  are  to  meet  shortly  to  consider  a 
report  from  the  Department  of  Health  on 
problems  arising  in  connection  with  the 
supply  to  patients  of  drugs  and  appliances 
under  the  health  services. 

The  Council  of  the  Pharmaceutical 
Society  of  Northern  Ireland  meeting  last 
month  heard  that  the  report  was  lengthy 
and  would  require  separate  consideration 
by  pharmaceutical  representatives  before 
the  main  meeting,  the  purpose  of  which 
would  be  to  establish  criteria  for  dealing 
with  such  problems.  The  main  meeting 
would  not  be  held  for  some  weeks,  Mr  T. 
O'Rourke  said. 

Prescribing  economies 

Another  report  on  general  practice 
prescribing  in  Northern  Ireland  was 
received.  It  is  a  synopsis  of  the  report  of  a 
Departmental  working  group  and  shows 
that  general  practitioner  prescribing  costs 
in  Northern  Ireland  are  higher  than  in 
Great  Britain  but  the  difference  has  been 
decreasing  over  the  last  decade.  The 
report  points  out  measures  that  can  be 
taken  to  promote  economies.  The  cost  of 
prescribing  in  Northern  Ireland  will  not 
necessarily  equate  to  that  in  Great  Britain 
because  of  the  higher  levels  of  morbidity 
and  social  deprivation  in  the  Province,  the 
report  concludes. 

The  secretary,  Mr  W.  Gorman,  said  it 
seemed  to  him  that  the  report  bore  some 
similarity  to  the  report  "Prescribing  and 
Sickness  Benefit  Costs  in  Northern 
Ireland"  published  in  1969  as  Command 
528,  and  commonly  referred  to  as  the 
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he  envisaged  groups  of  pharmacists 
meeting  as  individual  practitioners  — 
independent  of  any  management  structure 
or  hierarchy  —  to  discuss  how  they 
carried  out  their  duties  and  to  determine 
their  own  professional  performances. 
"The  first  aim  is  to  assess  your 
performance  against  that  of  your  equals 
and  contemporaries,"  he  said.  Those  who 
found  that  their  standards  differed  from 
the  rest  of  the  group  might  then  be 
persuaded  to  change. 

'Entered  willingly' 

While  appreciating  that  not  everyone 
would  accept  peer  review  "with  great 
jubilation,"  Mr  Knowles  said  it  must  be 
entered  willingly  or  it  was  a  non-starter.  It 
must  be  enjoyable,  constructive, 
stimulating  and  non-threatening,  he 
suggested. 

A  member  of  the  audience  felt  that 
pharmacists  whose  standards  were  low 
would  be  the  least  interested  in  taking 
part.  Mr  Kowles  believed  that  peer 
pressure  would  have  a  strong  influence  on 
such  people.  They  might  be  prepared  to 
take  notice  of  their  colleagues  whereas 
they  might  choose  to  ignore  "the  boss." 


Pemberton  Report.  In  the  case  of  the  1969 
report  the  Society  completed  a 
questionnaire  and  representatives  of  the 
Council  were  received  by  the  committee 
preparing  the  report  to  discuss  the 
evidence  submitted. 

Pharmacists  'not  involved' 

He  drew  attention  to  part  of  the 
recommendation  contained  in  the  1969 
report  —  "that  the  Ministry  explore 
means  to  limit  the  number  of  pharmacies 
and  rationalise  their  distribution 
throughout  the  Province"  and  "that  the 
Ministry  also  consider  the  desirability  of  a 
statutory  limitation  on  the  unrestricted 
right  of  entry  of  registered 
pharmaceutical  chemists  to  the  Board's 
pharmaceutical  list."  The  exploration  and 
consideration  had  not  resulted  in 
implementation  of  the  recommendations. 
In  the  case  of  the  recent  report,  it  did  not 
appear  that  a  general  practice  pharmacist 
was  involved  at  any  stage. 

It  was  agreed  to  appoint  the  following 
three  pharmacists  to  membership  of  the 
Northern  Ireland  Poisons  Board  for  a 
three  year  term:  Mrs  Muriel  Singleton, 
Miss  Margaret  J.  Watson,  and  Mr  G.E. 
Mcllhagger. 

The  name  of  Dr  J.G.  Swanton  was 
submitted  for  consideration  when 
appointments  were  being  made  to  the 
Committee  on  Dental  and  Surgical 
Material  and  to  the  Committee  on  the 
Review  of  Medicines. 

The  secretary  said  he  had  received 
eighteen  certificates  of  conviction  or 
order  arising  from  prosecutions  taken 
against  two  pharmacists  and  a  body 
corporate  which  carried  on  a  retail 
pharmacy  business.  It  was  agreed  to  refer 
the  certificates  to  the  Society's  Statutory 
Committee. 


The  President,  Mr  J.H.  Galbraith, 
conveyed  the  Council's  congratulations  to 
Professor  D'Arcy  on  his  election  as  dean 
of  the  Faculty  of  Science,  The  Queen's 
University  of  Belfast,  (C&D  April  16, 
p659).  Professor  D'Arcy  is  one  of  the 
University's  two  nominees  on  the  Council 
of  the  Northern  Ireland  Society. 

The  president  said  a  number  of  letters 
had  been  received  from  guests  who 
attended  the  annual  dinner  held  on  March 
23  thanking  the  Council  for  an  enjoyable 
evening.  He  thanked  those  who  had 
contributed  to  the  success  of  the  evening. 

'Valuable'  courses 

The  president  referred  to  the  two 
management  courses  held  recently,  the 
first  given  by  Drs  Booth  and  Jones  in 
March  in  the  Society's  lecture  hall  and  the 
second  held  at  the  headquarters  of  the 
Northern  Ireland  Staffs  Council  at  the 
beginning  of  the  month.  The  attendance 
at  the  first  was  24  and  the  second  29  and 
both  were  said  to  have  been  valuable  by 
the  students  present.  It  was  agreed  that 
arrangements  should  be  made  for  similar 
courses  to  be  held  next  year. 

The  president  said  there  had  been  an 
attendance  of  just  over  thirty  pharmacists 
at  the  course  for  preregistration  tutors 
held  in  the  Society's  lecture  hall  on  April 
20.  Messrs  Gorman,  Speers  and  O'Hare 
had  outlined  the  work  undertaken  by  the 
undergraduates  during  the  degree  course. 

Mr  Galbraith  suggested  it  might  be 
worthwhile  to  hold  another  course  in,  say, 
September  when  the  new  system  had  been 
in  operation  for  a  short  time. 

Mr  Napier  reported  that  the  annual 
meeting  and  dinner  of  the  Lurgan, 
Portadown  and  Armagh  District  Branch 
held  on  April  1 1  had  been  well  attended. 
Mr  D.S.  Stewart  (Armagh)  had  been 
elected  chairman,  Mr  R.E.  McWilliams 
(Markethill)  vice-chairman,  Mr  R.H. 
Caughey  (Tandragee)  honary  secretary 
and  Miss  H.  Agnew  (Tandragee),  Mr  D. 
Patterson  (Lisburn)  and  Mr  M.  V.  Napier 
(Portadown)  as  the  committee. 
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The  Rotherham  pollen  trap  which  will 
be  used  in  National  Pollen  and  Hay 
Fever  Bureau  count  stations  this 
Summer.  The  number  of  pollen  grains 
per  cubic  metre  is  calculated  by 
pumping  a  known  volume  of  air  over 
microscopic  slides  on  which  the  grains 
are  deposited.  The  device  can  collect 
over  the  weekend  automatically 


£850,000  National  TV 
means  a  bigger  hand 
withyour  profits 


I  lere's  the  proof  that  no  other  tooth- 
brush manufacturer  does  more  for  your 
sales  and  profits  than  SENSODYNE: 

SENSODYNE  has  a  proven  track 
record  of  success  on  TV  In  fact,  it  is 
already  the  fastest  growing  professional 
brand. 

Now  SENSODYNE  SEARCH  is  being 
backed  by  the  biggest  ever  TV  campaign 
for  toothbrushes  with  a  National  spend 
of  £850,000.  Add  to  this  our  biggest 
campaign  yet  aimed  at  dentists,  and  our 
total  advertising  spend  is  well  over 
ill  million. 

Independent  research  proves  over  3  times  as  many 
dentists  prefer  the  design  of  SENSODYNE  SEARCH  to  other 


TV  starts  6th June 
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newly-launched  brushes. 
Stock  SEARCH  now- 
when  TV  was  tested  in 
London  last  year  sales  increas- 
by  a  staggering  173%.* 
Sales  of  all  other  SENSODYNE 
toothbrushes  soared  too  -pushing 
SENSODYNE's  overall  brand  share 
ahead  by  an  incredible  50%* 

So  make  sure  you're  well  stocked 
with  the  entire  range  -and  enjoy  the 
most  dynamic  sales  ever  from 
SENSODYNE. 

Act  Now.  TV  starts  Gthjune. 
There's  great  pre-TV  bonus  deals  and  free 

Stands.  "Nielsen  Retail  Audit. 


Sensodyne  Search 

The  biggest  spending  toothbrush  range  on  TV 


PEOPLE  TOPICAL  REFLECTIONS 


By  Xrayser 


Pharmacist  takes 
aid  to  Poland 

A  Berkshire  pharmacist,  Mr  Barry  Simner 
of  Maidenhead,  conceived  a  scheme  to 
take  medical  aid  to  Poland,  and  achieved 
his  objective  at  Easter. 

The  medical  supplies,  amounting  to 
£35,000  were  donated  to  Mr  Simner,  who 
works  at  Boots  in  Hounslow,  by  50  major 
drug  companies,  and  local  churches  and 
schools.  Mr  Simner's  wife,  Frances,  told 
their  story  in  the  Maidenhead  Advertiser, 
"The  plight  of  the  Polish  people  is  so 
great  that  our  efforts  are  but  a  tiny  drop 
in  an  ocean  of  need,"  she  said 

Mr  Tom  Gover,  FPS,  is  seeking  re- 
election to  Reigate  Council  in  the  coming 
May  polls.  He  has  been  on  the  council  for 
the  past  23  years,  and  held  chairmanship 
of  various  committees.  He  has  been  a 
member  of  his  local  pharmaceutical 
committee  since  1952  and  on  the  family 
practitioner  committee  for  the  past  two 
years.  He  is  also  a  member  of  the  East 
Surrey  Health  Authority.  Mr  Gover 
qualified  in  1937  and  has  been  involved  in 
retail  pharmacy  ever  since.  He  has  had 
companies  in  Brighton,  Purley  and 
Worthing. 

Roger  Lee,  MPS,  of  Nelson,  Lanes, 
chairman  of  the  Nelson  Round  Table, 
competed  in  the  "Great  Cumbrian  Run" 
last  week  and  raised  £300  towards 
equipment  for  Nelson  Child  Development 
Centre.  All  Round  Table  runners 
completed  the  half-marathon  course  of  13 
miles  within  two  hours.  Mr  Lee's 
finishing  time  was  1  hour  50  minutes. 

The  1982  Glaxo  Science  Writers 
Fellowship  for  the  best  contribution  from 
any  media  on  the  theme  of  "improving 
human  health  in  the  1980s"  has  been 
awarded  to  freelance  journalist  Miss 
Jenny  Bryan.  She  won  £1 ,000  for  a  series 
of  six  articles  in  the  Sunday  Express  on 
"Having  a  baby  today"  and  plans  to 
study  health  problems  in  India. 


Death 


A  service  of  thanksgiving  for  the  life  of 
Meryl  D'Mello  who  died  on  March  22  will 
be  held  at  St  Giles'  Church,  Cripplegate, 
Fore  Street,  Barbican,  London  EC2  at 
6pm  on  May  18.  Meryl  registered  in  1960, 
serving  her  apprenticeship  at  the  London 
Hospital,  Whitechapel.  From  1962  to 
1968  she  owned  a  pharmacy  in 
Addiscombe,  Croydon,  and  subsequently 
St  Paul's  Pharmacy  in  Ludgate  Hill.  In 
1981  she  opened  a  new  pharmacy  in  St 
Leonards-on-Sea,  East  Sussex. 


Partners 


I've  had  partnerships  in  my  life.  The  first, 
with  my  old  boss,  was  known  as  a 
"gentleman's"  agreement.  All  I  can  say 
about  it  is  that  I  was  very  young  at  the 
time,  not  knowing  the  difference  between 
gross  and  net  profit,  nor  the  ways  of 
writing  a  profit  and  loss  account  —  and 
about  to  learn  that  a  "gentleman"  is  not 
always  what  you  think.  The  second,  in 
marriage,  is  a  constantly  evolving  thing 
relying  on  unbroken  trust. 

Subsequent  partnerships  which  have 
been  successful  are  all  based  on  trust, 
backed  by  instinct  —  and  properly  drawn 
up  agreements!  Tedious  it  may  be,  but  the 
fuller  these  are  expanded  to  cover  all  the 
fields  of  work  and  termination  of 
partnership,  the  better.  My  experience  is 
that  people  change,  particularly  when 
family  members  are  brought  into 
business.  A  clear  division  of 
responsibility,  coupled  with  an  easy 
discussion  of  affairs,  I  have  discovered  to 
be  the  best  foundation  for  success. 

Even  though  my  business  is  too  small 
now  for  a  profitable  partnership,  I  think 
it  must  be  the  most  satisfactory  way  of  life 
in  a  busy  pharmacy  and  wish  things  had 
not  proved  so  hard  in  my  doctor- 
displaced,  leapfrogged  suburban 
microcosm  as  to  rule  it  out.  Tim  Astill 
had  it  right  in  his  speech  to  the  Numark 
Convention.  .  . 


Rural  discount 


I  see  there  is  to  be  a  discount  inquiry  for 
dispensing  doctors.  I  nearly  wrote 
"discount"  doctors,  but  that  would  never 
do,  would  it!  We  are  told  that  the  double 
re-imbursement  of  some  practice  expenses 
is  to  be  examined.  Judging  from  the 
advice  to  doctors  in  Pulse  it  is  my 
impression  it  has  already  been  examined 
.  .  .  and  most  thoroughly,  with  the 
correct  implications  being  understood  and 
acted  upon  wherever  possible. 

The  only  thing  that  interests  me  now  is 
who  is  to  conduct  this  inquiry?  And  who 
is  to  give  evidence?  I'd  like  to  be  asked 
.  .  .  How  about  you? 


Oxygen  check 


I  must  say  I  felt  a  degree  of  urgency  about 
the  need  to  check  all  those  cylinders  for 
faulty  valves,  which  made  me  start 
visiting  the  day  I  received  the  notice.  It 
took  me  three  days  to  get  round  them  all 
and  I  had  to  make  a  couple  of  return 
trips.  No  dud  valves,  fortunately,  in  my 
lot,  but  half  a  dozen  empty  cylinders  back 


in  stock.  I  decided  not  to  claim  for  after 
hours  service,  because  I  thought  BOC 
must  have  already  incurred  a  considerable 
expense  through  no  direct  fault  of  their 
own,  so  filled  in  my  claim  form  at  the 
standard  rate  per  call,  each  made  on 
separate  occasions  after  work. 

But  I  was  not  tempted  to  fill  in  that 
part  of  their  form  which  asked  us  to 
estimate  "the  actual  cost"  of  the  survey 
since  it  all  depends  what  is  meant.  At  first 
sight  it  would  appear  to  mean  petrol  cost 
and  a  wee  bit  for  car  expenses  for  the 
dozen  or  so  miles  covered?  But  what  a 
cheek  ...  if  this  means  we  count  our  time 
as  of  no  value!  It  took  me  hours! 


Revolution 


Every  so  often,  my  tiny  mind  revolts 
(becomes  revolting?)  at  the  thought  of 
having  to  get  down  to  serious  work  —  like 
discussing  the  socio-economic  factors  in 
the  distribution  of  lemmings  in  pharmacy 
(known  also  as  the  self-destruct 
syndrome).  At  such  times  it  decides  to  be 
frivolous.  It  asks  silly  questions,  like  — 
why  did  none  (or  only  one)  of  the 
candidates  for  Council  election  advocate 
NHS  contracts  for  pharmacists  only?  Or 
suggest  a  strengthening  of  our 
inspectorate  giving  them  power  to  close 
unsatisfactory  pharmacies  within  a  month 
of  demanding  specific  changes? 

It  then  looks  at  the  list  of  candidates 
and  utterly  unmindful  of  the  stolid  — 
sorry  solid  —  virtues  of  the  worthy, 
crosses  them  out,  as  if  looking  for  a  lively- 
minded  few  who  know  the  only  problem 
we  have  is  getting  control  of  our  own 
profession. 


No  steam 


Every  so  often  we  come  across  a 
paragraph  moaning  because  the  working 
group  on  effective  prescribing  had  no 
pharmacist  in  its  membership.  The 
Society  has  been  bleating  about  it  ever 
since  the  group  was  set  up,  but  /  think  it's 
our  own  fault. 

The  moment  the  news  was  broken,  our 
PR,  and  that  of  the  NPA,  ought  to  have 
joined  forces  in  such  a  concerted  shriek  of 
rage  and  concentrated  ridicule  as  to  make 
the  whole  subject  national  news.  So  far 
our  efforts  to  get  up  steam  remind  me  of  a 
candle  under  a  kettle.  .  . 
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Pampers  is  market  leader 
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Thanks!  We  made  it  together. 


COUNTERPOINTS 


Munch  Bunch  bibs 
from  Jacket 

Jackel  are  to  launch  the  Munch  Bunch  bib 
range  in  addition  to  their  Mr  Men  drooler 
range  (C&D  March  12). 

Spud,  Sally  Strawberry,  Supercool 
(cucumber)  and  Emma  Apple  feature  on 
the  Munch  Bunch  bibs  (0.75  each). 

Jackel  are  adding  three  bib  lines  to 
their  Tommee  Tippee  range.  Tommee 
Tippee  crumb  catchers  (£0.65)  come  in  an 
assorted  pack  of  12  units.  The  playtime 
coverall  apron  (£0.99)  is  available  in  three 
different  designs  in  an  assorted  pack  of  12 
units.  The  third  line  is  a  pack  of  three 
white  terry  bibs  (£1 .49)  in  a  pack  of  six 
units. 

Jackel  also  offer  a  trade  deal  of  six 
free  white  Sleep  'n'  Play  suits  worth 
£17.94  at  retail  with  an  order  for  the 
whole  range  of  Sleep  'n'  Play  suits.  Jackel 
International  (UK)  Ltd,  Kitty  Brewster 
Estate,  Blyth,  Northumberland. 


Win  a  computer 
with  Savlon  Dry 

Care  Laboratories  have  introduced  a 
trade  promotion  on  Savlon  Dry  antiseptic 
giving  the  retailer  the  chance  to  win  a 
Commodore  4000  computer. 

A  small  combined  display  unit  is 
available  containing  six  cans  of  Savlon 
Dry,  six  60g  tubes  and  seven  30g  tubes  of 
Savlon  antiseptic  cream,  and  a  leaflet 
outlining  the  uses  of  Savlon  Dry.  The 
merchandiser  comes  with  every  two  cases 
of  Savlon  Dry  ordered,  and  features  an 
individual  prize  draw  number.  Runners- 
up  will  each  receive  a  solar  powered  Casio 
calculator.  The  promotion  will  be 
combined  with  a  national  advertising 
campaign  in  women's  magazines  through 
the  Summer.  Care  Laboratories  Ltd, 
Badminton  Court,  Amersham,  Bucks. 


Topsy  Tips  by  CNC 


CNC  Cosmetics  are  distributing  Topsy 
Tips,  a  semi-permanent  false  nail-tips  kit, 
manufactured  in  the  US  by  Classic 
Laboratories.  The  company  says  the  nail 
repair  can  last  for  up  to  six  weeks. 

The  complete  kit  contains  18  nail  tips, 
emery  boards  and  nail  repair  glue  to  sell  at 
£2.99,  packed  in  display  outers  of  12. 
Packs  of  16  nail  tips  sell  at  £1 .99  and  the 
nail  repair  glue  at  £1 .38  (carded  in  display 
outers  of  24).  CNC  Cosmetics  Ltd,  Unit 
6,  Cunliffe  Drive  Industrial  Estate, 
Kettering,  Northants. 


Lewis  Woolf  Griptight  have  added  to 
their  range  of  babycare  products  a 
nipple  shield  lor  breast  feeding 
mothers  who  suffer  from  sore  or 
cracked  nipples.  The  shield  is  made 
from  soft  latex  to  give  protection 
without  removing  all  sense  of  feeling. 
The  nipple  shields  (£1.80  rrp)  are 
packaged  in  pairs  in  full  colour 
cartons.  A  leaflet  giving  instructions 
for  care  and  use  and  explaining  the 
most  common  causes  of  sore  nipples 
is  included.  Lewis  Woolf  Griptight  Ltd, 
144  Oakfield  Road,  Selly  Oak, 
Birmingham. 

Brut  33  duo  of 
deodorants 

Faberge's  Brut  33  range  now  includes 
"double  protection"  with  the 
introduction  of  anti-perspirant  spray 
deodorant  (200ml  £1.55)  and  anti- 
persipirant  roll-on  deodorant  (75ml 
£1 .40).  "Bigger  value'  deodorant  stick 
(75ml  £1 .40)  and  new  formula  anti- 
perspirant  stick  (£1 .40)  have  also  been 
introduced.  Fabergelnc,  Ridgeway,  Iver, 
Bucks  SL0  9JG. 

Wax  bath  to  relieve 
painful  joints 

Relief  from  painful  joints  caused  by 
injury,  arthritis  or  rheumatism  is  claimed 
by  Anno  Marco  for  their  hot  paraffin  wax 
bath,  £70  trade;  £95-98  +  VAT  rrp).  The 
product  is  aimed  at  sports  enthusiasts  as 
well  as  home  beauty  use  and  use  by 
professionals  such  as  chiropodists. 

The  limb  can  be  treated  by  immersion 
in  the  wax  filled  bath.  After  15  to  20 
minutes  the  body  has  absorbed  the  heat 
from  the  wax  which  can  then  be  peeled 
away  leaving  the  skin  soft  and  smooth, 
the  company  says.  Larger  areas  can  be 
treated  by  brushing  layers  of  wax  directly 
onto  the  skin,  or  onto  a  gauze  pad 
covering  the  area. 

Thermostatic  controls  and  a  visible 
temperature  check  are  featured,  and  the 
bath  is  claimed  to  use  very  little 
electricity.  Anno  Marco  Ltd,  Unit  39, 
Harvest  Drive,  South  Lowestoft 
Industrial  Estate,  Lowestoft  NR33  7NJ. 


Modifast  to  treat 
obesity 

Wander  Clinical  Dietetics  has  launched  a 
"total  food  replacement"  for  the 
management  of  moderate  to  severe 
obestity.  Modifast  is  a  powder  based  on 
milk  and  egg  proteins,  carbohydrate  and 
minerals  and  vitamins. 

Although  there  are  no  sales 
restrictions,  Wander  recommend  the 
product  should  only  be  used  under 
medical  supervision,  and  Modifast  is 
being  promoted  to  hospital  doctors  and 
GPs.  Patients  should  take  three  sachets  a 
day  at  mealtimes,  dissolved  in  250ml  of 
water.  This  provides  70g  of  protein,  30g 
carbohydrate,  2g  fat  and  essential 
vitamins  and  minerals.  The  product  is 
gluten  free  and  three  sachets  provides 
1744  KJ.  The  product  (carton  of  nine 
sachets  £7. 12  rsp)  is  available  in 
chocolate,  vanilla,  orange  and  oxtail 
flavours.  A  GP  assessment  programme  to 
evaluate  total  food  replacement  as  a 
means  of  dieting  is  currently  taking  place. 
Wander  Clinical  Dietetics,  Station  Road, 
King 's  Langley,  Herts  WD4  8LJ. 

Pampers  cartons  in 
two  extra  sizes 

Pampers  Carry  Carton  range  has  been 
extended  to  include  mini  and  super  sizes. 
The  mini  pack  (£26  trade  per  case) 
contains  96  nappies,  and  the  super  (£26 
trade  per  case)  contains  78.  There  will  be  a 
trade  reduction  on  the  Carry  Carton 
range  until  June  24,  with  mini  and  super 
packs  offered  for  £23.40,  and  maxi  for 
£17.55.  Proctor  and  Gamble,  Ltd, 
Gosforth,  Newcastle-upon- Tyne. 


National  launch 


Freezing  Heat  (£3.50)  is  being  launched 
nationally  by  Ashe  Laboratories,  with  a 
gradual  spread  out  of  the  London  area, 
the  company  says. 

Repackaged  Sucron  is  now  available 
in  three  sizes,  200g  (£0.49),  400g  (£0.84), 
and  750g  (£1 .30).  Ashe  Laboratories  Ltd, 
Ashtree  Works,  Kingston  Road, 
Leatherhead,  Surrey  KT22  7JZ. 


Dettol  on  TV 


An  £800,000  television  campaign  will 
support  Dettol  antiseptic  disinfectant.  It 
will  run  for  eight  weeks.  Reckitt  & 
Coleman  Products  Ltd,  Pharmaceutical 
Division,  Dansom  Lane,  Hull  HU8  8DD. 
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Sore  mouth, 
Now  you 


now  you 

When  a  customer  has  a  sore  mouth       '  jj  ^r)) 

he  wants  pain  relief  in  seconds.  0  7 


So  recommend  he  uses  Medijel. 
Even  better,  now  that  Medijel 
gel  is  back  on  G  S  L,  display  it  on 
the  counter.  One  squeeze  and 
he'll  think  you  are  a  magician. 


uth        ^  9^ 

dont 


Medijel 


Everyone  J  deserves 
a  little  squeeze  sometime. 


Further  information,  including  data  sheets,  is  available  from  Dendron  Ltd.,  94  Rickmansworth  Road,  Watford,  Herts  WD  I  7JJ.  Tel:  (0923)  29251 


COUNTERPOINTS 


Inothera.  The  product  (150gm  £1.70 
trade)  is  fragrance  free.  An  initial 
promotional  sell-in  of  £1.55  per  unit  is 
offered.  Jarosil  Ltd,  35  Old  Brompton 
Road,  London  SW7. 


Lidasa  soaps  —  hand 
made  in  Spain 

Lidasa  natural  soaps,  hand  made  in 
Spain,  are  being  introduced  by  Jackel. 
Individually  boxed  in  outers  of  24,  the 
soaps  (£0.69)  come  in  two  variants. 
Aromas  del  Bosque  contain  glycerine  and 
pure  coconut  oils  for  sensitive  skins,  sales 
marinas  contain  vegetable  oils  and  are 
recommended  for  oily  skins. 

Lavender  and  rose  soaps  (£0.49)  with 
a  marbled  appearance  have  been  added  to 
the  Jackel  range  as  part  of  the  company's 
policy  of  offering  a  complete  range  of 
speciality  soaps.  A  large  size  natural 
sponge  (£8.95)  has  also  been  launched. 

Plastic  accessories  are  being 
introduced  for  the  holiday  season  and 
include  pocket  toothbrushes  (£0.59), 
pocket  combs  (£0.49),  and  folding 
mirrors  (£1.65).  All  are  available  in  bright 
modern  colours.  Jackel  &  Co  Ltd,  Kitty 
Brewster  Estate,  Blyth,  Northumberland. 

Skin  closures 

Following  the  addition  of  Steri-strip  skin 
closures  to  the  Drug  Tariff  in  England 
and  Wales,  a  new  pack  is  being  made 
available  for  community  use  in  May. 

It  consists  of  a  wallet  with  12  peel- 
open  envelopes,  each  holding  three 
closures  of  !4  x  3in.  Application  guidance 
is  included.  The  closures  are  of  filament 
reinforced  tape  with  hypoallergenic 
adhesive.  3M  United  Kingdom  Pic, 
Health  Care  Products  Division,  3M 
House,  PO  Box  1,  Bracknell,  Berks. 

Rubinstein  range 
for  the  Summer 

A  collection  of  make  up  for  the  bright 
sunshine  and  soaring  temperatures  of 
Summer  has  been  introduced  by  Helena 
Rubinstein.  Femme  Fleur  comprises 
"cool  tender  tones"  for  lips,  eyes  and 
cheeks. 

Azalee  and  aquarelle  are  the  shades 
added  to  Skin  Life  lipsticks  (£4.95),  other 
additions  include  satin  orchard  brush-on 
cheek  colour  (£7.50),  and  two  new  Skin 
Life  eyeshadow  duos  (£6.95)  are  capucine 
and  sunshine  beige,  and  lavender  and 
silver  pearl. 

Helena  Rubinstein  have  added  a 
concealer,  liquid  eyeliner  and  waterproof 
mascara  to  their  range  of  eye  make  up. 
Conceal  (£3.75)  is  available  in  three 
shades  and  presented  in  a  swivel  case. 

Automatic  eyeliner  is  designed  to  hold 
just  enough  colour  for  lining  the  eyes 


Sales  marinas  and  Aromas  del 
Bosques  are  two  of  the  additions  to  the 
Lidasa  range  of  soaps 

without  overloading,  say  Rubinstein.  In 
five  shades,  it  retails  at  £4.95. 

Waterproof  mascara  (£4.95)  is 
presented  in  a  deep  red  case  and  comes  in 
three  shades  (refills  £3.95).  Helena 
Rubinstein  Ltd,  Central  Avenue,  West 
Moseley,  Surrey  KT8  ORB. 

Bonus  for  Hedex 

A  14  for  12  bonus  offer  will  be  available 
on  the  eight,  16  and  24  tablet  packs  of 
Hedex  during  May  and  June.  And  to 
ensure  a  fast  sell  through,  Hedex  will 
continue  to  be  supported  by  national 
television  advertising,  with  the  next  burst 
planned  to  start  in  July,  says  Sterling 
Health.  Sterling  Health,  Sterling 
Winthrop  House,  Surbiton,  Surrey. 

'Honestly  natural' 

Hofels  Pure  Foods  are  launching  three 
variants  to  their  "honestly  natural" 
shampoos. 

Variants  include  nettle  and  rosemary 
(100ml,  £0.91 ,  250ml  £  1 .79),  clove  and 
dandelion,  and  peach  and  almond  (both 
variants,  100ml  £0.97,  250ml  £1 .98). 
Nettle  shampoo  has  been  repackaged  in 
100ml  (£0.73,  250ml  £1.67). 

There  are  introductory  offers  on  12 
100ml  and  six  250ml  bottles  of  the  three 
new  shampoos,  and  offers  on  a  one  dozen 
pack  with  free  haircare  leaflets.  The  offer 
ends  on  July  3 1 .  Hofels  Pure  Foods  Ltd, 
Woolpit,  Bury  St  Edmunds,  Suffolk. 

Antiseptic  foam 

An  antiseptic  shaving  foam,  Nobacter,  is 
launched  in  the  UK  this  week  from 
France.  To  be  distributed  only  through 
chemists,  the  shaving  foam  contains 
trichloro-carbanilide,  a  non-phenolic 
disinfectant  used  in  powders  and 
ointments  for  skin  infections. 

Nobacter  is  recommended  for 
dermatitis,  skin  infections  and  shaving 
rash,  say  manufacturers  Laboratoire 


Stop  W  Grow  offer 

In  a  first  time  ever  consumer  promotion, 
Mentholatum  are  giving  away  over  six 
million  lOp  off  coupons  for  Stop  'n 
Grow.  Advertisements  carrying  the 
coupons  will  appear  in  Sun,  Woman 's 
Own  and  Jackie  during  June  and  July. 

Stop  'n  Grow,  a  chemist-only  line,  is 
the  only  advertiser  among  nail  biting 
deterrents  and  is  clear  brand  leader,  says 
the  company.  There  is  a  stock  bonus  offer 
for  chemists  of  13  as  12  to  support  the 
promotion.  The  Mentholatum  Company 
Ltd,  Longfield  Road,  Twyford,  Berks. 

TV  gives  100%  boost 

The  television  advertising  campaign  has 
boosted  sales  by  100  per  cent  for  Unichem 
All-in-One  nappies,  says  the  company. 
Unichem  is  also  "delighted"  with  the 
response  from  pharmacists  for  the 
incontinence  products  with  99  per  cent  of 
the  4,500  members  supporting  the  range, 
they  say. 

"This  level  of  support  is  most 
encouraging  and  I  am  pleased  to  know 
that  when  the  television  breaks,  virtually 
all  our  members  will  be  displaying  the 
leaflets  and  window  stickers,"  Mr  Peter 
Dodd,  managing  director,  added. 
Unichem  Ltd,  Crown  House,  Morden, 
Surrey. 


ON  TV 
NEXT  WEEK 


WW  Wales*  West 


So 
M 
A 

U 

sion 


South 
North-east 
Anglia 
Ulster 


We  Westward 
B  Border 
G  Grampian 
E  Eireann 
CI  Channel  Is 
C4  Channel  4 


Ln,M,Lc,Y,So,B 
All  areas 
Sc 

All  areas 
All  except  U,E,Cl,We 


Ln  London 
M  Midlands 
Lc  Lanes 
Y  Yorkshire 
Sc  Scotland 
Bl  Breakfast  Telev 

Airbal  : 
Anadin: 
Askil  powders: 
Aspro  Clear: 
Bic  razors: 

Blakey's  wholemeal  slymbred:  All  C4  areas 
Cidal  soap:  All  Bt  areas 

Clairol  Caresetter  healed  rollers:  Lc 
Cooper  Freshaire:  M,Y 
Dixcel  plain  and  Springtime: 

All  except  Ln,Sc,So,B,G,E,CI 
Immac:  All  except  CI,E 

Japps  health  sails:  Sc 
Marigold  gloves:  Ln,M,  Y,So,NE,A 

Maws  Wipers:  All  except  A,We,B,E,CI 

Minuel  bodyspray:  Lc 
Paddi  Cosifits:  All  areas 

Poivfoam:  Sc,WW,So,NE,A,We,B,G 
Polylint:  Ln,M,Y 
Ponds  cold  cream:  All  Bt  areas 

Unichem  incontinence  service:  All  except  U 
Zest  toilet  soap:  Y,NE,A 
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Summer  offers  from 
Kirby-Warrick 

Kirby-Warrick  OTC  division  is 
continuing  its  campaign  of  "commitment 
to  community  pharmacy"  with  trade 
offers  on  selected  Summer  products. 

Calamousse,  with  a  new  pack  design, 
display  unit  and  promotional  support,  is 
being  offered  with  12  free  for  each  display 
unit  of  48  ordered.  On  orders  of  72  of  any 
combination  of  the  Afrazine  range,  an 
extra  18  units  are  being  given,  with  larger 
bonuses  on  larger  orders. 

On  Puritabs  48s  12  are  given  with 
every  48  units  ordered  —  three  are  given 
with  every  12  of  the  Maxi  size. 
Representatives  also  have  details  of  bonus 
offers  on  Teeda  hair  straightener  and 
Lacto-calamine.  Kirby-Warrick  OTC 
Division,  Mi/denhall,  Burv  St  Edmunds, 
Suffolk. 


Boost  for  Rinstead 


Plough  are  to  give  Rinstead  pastilles  and 
gel  a  double  boost  during  the  next  month. 
Rinstead  is  the  most  popular  product  for 
mouth  ulcers  and  soreness,  says  the 
company,  but  the  pastilles  are  more 
readily  bought  than  the  gel.  The  fact  that 
the  gel  is  P  rated  probably  accounts  for 
this  lack  of  awareness  on  the  part  of  the 
consumer.  Thus  a  campaign  has  been 
designed  to  promote  both  products  at  the 
same  time,  at  point-of-sale  and  via  a 
concentrated  advertising  campaign. 

With  a  national  equivalent  spend  of 
£458,000  the  brand  will  initially  be 
advertised  in  Tynes  Tees  and  Yorkshire 
with  a  campaign  aimed  specifically  at 
women.  This  runs  until  mid-May  with 
20-second  spots.  A  "reverse  feed"  unit 
gives  brand  awareness  at  point-of-sale. 
Plough  (UK)  Lid,  Penarth  Street,  London. 


Low  cost  viewing 


The  Hahnel  DB200  is  said  to  be  a  low  cost 
concept  in  slide  viewing,  projection  and 
editing,  distributed  by  Silbers  and 
retailing  for  around  £40. 

The  unit  provides  daylight  viewing  on 
a  160  x  160mm  colour-corrected  built-in 
rear  projection  screen.  With  the  screen 
removed,  the  unit  can  be  used  for  normal 
wall  projection  in  a  darkened  room. 

Using  standard  Leitz  36/50  magazines 
it  has  a  50mm  lens  for  the  built-in  screen 
and  short  distance  wall  projection.  There 
is  a  63mm  accessory  lens  for  projection 
over  longer  distances.  J.J.  Silber  Ltd, 
Engineers  Way,  Wembley  HA  9  0EB. 


A  £375  Bic  Gold  sailboard  has  been 
donated  by  Biro  Bic  Ltd  as  the  first 
prize  in  a  promotion  running  at 
wholesalers  F.  W.  Pawsey  &  Sons, 
Ipswich.  All  proceeds  will  go  to  the 
local  branch  of  the  Royal  National 
Lifeboat  Institution.  Picture  above 
from  left  to  right  are  Gerry  Burgess, 
Biro  Bic;  Beverley  Edwards,  F.  W. 
Pawsey  receptionist;  and  Norman 
Jones,  Ipswich  FIN  LI  representative 


Neutrogena  tests  and 
tar  shampoo 

Recent  studies  in  Germany  and  America 
have  shown  that  Neutrogena  soap  rinses 
cleaner  than  other  brands  tested. 

In  two  separate  tests,  Neutrogena  left 
behind  virtually  no  residue  to  irritate  the 
skin.  One  test  used  soap  and  water 
solutions  containing  fluorescein  dye 
which  shows  up  under  ultra-violet  light. 
Spots  of  the  solution  were  applied  to  the 
arms  of  test  subjects  and  rinsed  off  with 
250ml  of  water.  When  the  subject's  arms 
were  photographed  under  UV  light,  the 
fluorescien  dye  revealed  any  remaining 
solution  not  visible  to  the  naked  eye. 

In  the  second  test  the  soap-dye  residue 
was  extracted  from  the  skin  and  measured 
by  spectrophotometry.  Neutrogena  left 
the  least  residue,  followed  by  Aveeno, 
Pears,  Imperial,  Clearguard,  Aveeno 
oilated,  Sebamed,  Fairy,  J&J  baby  soap, 
Cidal,  Cuticura,  Simple,  Camay,  Lux, 
Valderma,  Zest  and  Shield,  in  that  order. 

Neutrogena  (UK)  Ltd  are  planning  to 
introduced  a  coal  tar  shampoo  in  June  for 
the  treatment  of  itchy,  flaking  scalp 
disorders.  The  product  is  available  as 
Neutrogena  T/gel  in  the  United  States 
and  advantages  claimed  are  that  it  does 
not  smell  of  tar.  In  the  UK  it  is  expected 
to  be  available  on  NHS  prescription. 
Neutrogena  (UK)  Ltd,  2  Mansfield  Road, 
South  Croydon,  Surrey  CR2  6HN. 


Italian  marbled 
soap  from  Christy 

Thomas  Christy  are  relaunching  Italian 
Marble  soaps  in  cartons  labelled  to  show 
the  soap  colour. 

The  marble  finish  of  the  soap  is 
retained  during  the  full  use  of  each  tablet, 
the  company  says,  and  each  soap  is 
shaped  to  fit  in  the  palm  of  the  hand. 

Italian  Marble  is  available  in  four 
fragrances  and  colours,  Capua,  a  blue 
soap  with  a  woody  floral  note,  Mantua, 
pinky  /  orange  with  an  orangy  citrus  top 
note,  siena,  a  green  soap  with  a  fragrance 
enriched  with  sandalwood  and  patchouli, 
and  Verona,  a  brown  soap  with  a  woody 
tang.  The  range  is  now  available  in  a 
variety  of  sizes,  bath  soaps  lOOg,  (£1.25) 
and  assorted  triple  pack  (£3.75);  guest 
soaps  38g,  six-pack  (£3.60).  Thomas 
Christy  Ltd,  North  Lane,  Aldershot, 
Hants  GUI 2  4QP. 


For  the  men  . . . 


From  the  beginning  of  May  a  new 
L'Homme  coffret  from  the  House  of 
Roger  and  Gallet,  containing  three  of 
their  most  popular  products  —  a  50ml 
alcohol-free  after  shave  balm;  a  30ml 
atomizer  eau  de  toilette  and  a  30ml  tube 
of  supple  hair  fixative  —  will  be  available. 
The  products  come  in  a  navy  and  gold 
presentation  (£5.95)  outer  with  moulded 
interior.  Also  available  is  a  new  lOOg  talc 
(£4.25)  which  brings  the  total  number  of 
products  in  the  L'Homme  range  to  19. 
Roger  &  Gallet,  PO  Box  209,  3  Rhodes 
Way,  Watford,  Herts  WD2  4QE. 


. . .  and  for  fathers 


For  Father's  Day  (June  19)  Shulton 
suggest  the  Pierre  Cardin  executive 
collection  would  make  an  ideal  gift.  It 
contains  aftershave,  eau  de  toilette  and 
aftershave  balm,  plus  shampoo,  talc  and 
travel  soap  in  a  case  (£9.95).  The 
collection  is  backed  by  a  counter  or 
window  card.  Shulton  (GB)  Ltd, 
Alexandra  Court,  Wokingham,  Berks. 


Efamol 


We  regret  that  due  to  a  processing  error, 
Efamol  and  Efamol  PMP  has  been 
omitted  from  recent  editions  of  C&D 
Price  List.  The  product  is  reinstated  in 
this  week's  price  supplement.  Britannia 
Health  Products  Ltd,  7  High  Street, 
Reigate,  Surrey  RH2  9RR. 
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FOR  A  PAIN  RELIEVER 
FO  WORK  IT  SHOULDN'T  BE 
A  PAIN  TO  SWALLOW. 


Give  a  baby  a  nasty  tasting  medicine 
J  the  chances  are  that  most  of  it  will  end 
on  his  chin. 

Give  him  Calpol  and  it's  a  different 
ry.  Our  special  suspension  minimises 
ubility.  So  the  bitter  taste  of  paracet 
ol  is  masked. 

There's  no  need  to  dissolve  or 
jpareit.And  within  half  an  hour,  it 


(Whether from  teeth i  ng,  i  nf !  uenza,  or  j ust a 
common  cold).  It's  hardly  surprisingthat 
doctors  frequently  prescri  be  it.  Or  that  it's 
acquired  such  a  good  reputation. 

But  it  may  reassure  you  that  it's  only 
available  through  pharmacists. 

Next  time  you're  asked  to  recommend 
an  i  nf  ant  pai  n  rel  iever,you  shou  I  d  cou  nter- 
prescribe  Calpol.  Anything  else  might 


i  relieve  the  pain  or  temperature.    WellCQITIB     prove  a  bit  of  a  mouthful. 
Simple  answers  to  everyday  babycare  problems. 

NTATION:  EACH  5ML  DOSE  CONTAINS  120MG  PARACETAMOL  BP  IN  A  PLEASANTLY  FLAVOURED  PINK  SUSPENSION  USES:  FOR  THE  RELIEF  OF  PAIN  (INCLUDING  TEETHING  PAIN)  AND  FEVERISHNESS  DOSAGE: 
((EN  3  12  MONTHS  SML  FOUR  TIMES  DAILY  1  YEAR  TO  UNDER  6  YEARS  10ML  FOUR  TIMES  DAILY  6  YEARS  TO  UNDER  12  YEARS  UP  TO  20ML  FOUR  TIMES  DAILY  NOT  MORE  THAN  4  DOSES  SHOULD  BE  ADMINISTERED 

24  HOUR  PERIOD,  DO  NOT  REPEAT  DOSES  MORE  FREQUENTLY  THAN  4  HOURLY  DOSAGE  FOR  CHILDREN  UNDER  i  MONTHS  IS  AT  PHYSICIAN'S  DISCRETION  CONTRAINDICATIONS  NONE  KNOWN  PRECAUTIONS 
JUSED  WITH  CAUTION  IN  THE  PRESENCE  OF  RENAL  OR  HEPATIC  DYSFUNCTION  SIDE  AND  ADVERSE  EFFECTS:  SIDE  EFFECTS  ARE  RARE  IN  THERAPEUTIC  DOSES  REPORTS  OF  ADVERSE  REACTIONS  ARE  RARE  AND  ARE 

ALLY  ASSOCIATED  WITH  OVERDOSAGE  ISOLATED  CASES  OF  THROMBOCYTOPENIC  PURPURA.  METHAEMOGl  OBINAEMIA  AND  AGRANULOCYTOSIS  HAVE  BEEN  RECORDED  NEPHROTOXIC  EFFECTS  ARE  UNCOMMON 

AVE  NOT  BEEN  REPORTED  IN  ASSOCIATION  WITH  THERAPEUTIC  DOSES  EXCEPT  AFTER  PROLONGED  ADMINISTRATION  OVERDOSAGE  MAY  CAUSE  HEPATIC  NECROSIS  COST  TO  RETAILER:  70ML  £0  47. 

£0  86,  1  LITRE  £6  27  (PL3/5067)  FURTHER  INFORMATION  IS  AVAILABLE  ON  REQUEST  WELLCOME  CONSUMER  DIVISION,  I  HE  WELLCOME  FOUNDATION  LTD,  CREWE,  CHESHIRE  CALPOL  IS  A  TRADE  MARK 


On  the  electrical 
front 


PRESCRIPTION  SPECIALITIES 


Braun  have  stepped  up  their  activity  in  the 
haircare  field  with  the  recent  introduction 
of  four  new  products  and  the  promise  of  a 
further  addition  in  June. 

A  new  generation  roundstyler  from 
Braun  is  the  RSK  1003  cool  curl 
roundstyler  (£15.95)  which  offers  drying 
and  styling  in  one  compact  unit.  The  new 
1000  watts  circular  dryer  features  two 
heat/air  flow  settings  and  the  Braun 
"cool  curl"  setting.  Available  with  three 
styling  accessories  —  a  circular  brush, 
comb  and  a  water  spray  bottle  —  the 
comb  head  can  be  removed  from  the 
comb  attatchment  to  make  a  concentrator 
nozzle. 

A  budget  priced  styling  brush  is 
another  addition  to  the  Braun  range.  The 
LS36  (£6.95)  features  removable  teeth  for 
easy  cleaning,  a  swivel  cord  and  a  hook 
for  easy  storage.  Designed  to  fit  easily 
into  a  handbag,  the  LS36  has  multi- 
voltage.  Thermostatically  controlled,  the 
styler  has  a  red  start  dot  indicating  when 
the  applicance  has  reached  the  correct 
styling  temperature. 

A  1200  watt  compact  pistol  grip  dryer 
/  styler  featuring  an  oval  dryer  with  three 
heat  /  air  flow  settings,  the  PS  1200 
(£14.95)  and  the  PSK1200  (£17.95)  come 
with  three  clip  on  styling  attachments  —  a 
semi  circular  brush,  a  pin  head  brush  and 
a  concentrating  nozzle.  Livery  is  beige 
and  black.  Attachments  for  both  models 
are  stored  in  a  wall  bracket. 

Available  from  June  will  be  the  Braun 
Travelair  compact  Z1000,  a  pistol  grip 
dryer  (£9.85)  with  1000  watt  power  for 
speedy  drying.  The  dryer  features  dual 
voltage  and  comes  with  a  folding  handle. 
There  is  a  choice  of  two  speed  air  flow. 

The  company  has  recently  completed  a 
television  advertising  campaign  to  restore 
trade  and  consumer  confidence  in  the 
Braun  Independent  butane  hairstylers. 
Technical  hitches  in  early  production 
models  have  now  been  overcome,  say 
Braun,  who  have  produced  a  colour 
leaflet  detailing  the  problems  and 
illustrating  how  these  have  been  modified. 
The  Independent  has  now  been  given 
IATA  approval  for  it  to  be  carried  in 
checked-in  luggage. 

Braun  UK  are  also  relaunching  the 
Lady  Elegance  shaver  range  with  a  new 
addition  and  more  cosmetic  packaging, 
while  at  the  same  time  introducing  a  new 
rechargeable  shaver  to  establish 
themselves  as  leaders  in  this  sector. 

A  new  mains  shaver,  the  Lady 
Elegance  compact  (£1 1 .95)  is  based  on  the 
full  feature  mains  model,  incorporating 
the  curved  trimmer  for  underarms  and  a 
platinum  coated  foil  for  a  smoother 
finish.  It  comes  with  a  straight  cord  and  a 
travel  pouch  in  white  only. 

The  full  feature  Lady  Elegance  mains 
model  will  now  be  available  in  maroon, 
and  POS  material  includes  a  display  stand. 

The  synchron  Universal  (£24.95)  is  a 


lodosorb 


Manufacturer  Stuart  Pharmaceuticals 
Ltd,  Carr  House,  Carrs  Road,  Cheadle, 
Cheshire  SK8  2EG 

Description  Sterile  sachets  of  cadexomer 
iodine  —  a  dry  reddish-brown  powder  of 
modified  starch  gel  microbeads 
containing  iodine  0.9  per  cent  w/w  for 
topical  application. 
Indications  Treatment  of  chronic  leg 
ulcers  associated  with  venous  disease. 
Treatment  of  decubitus  ulcers.  When 
applied  the  preparation  cleans  and 
reduces  bacterial  counts  at  the  ulcer 
surface,  reduces  pain,  stimulates 
granulation  and  accelerates  healing 
Administration  Apply  to  wound  surface 
to  a  minium  depth  of  3mm  and  cover  with 
a  dry  sterile  non-adherent  dressing.  The 
dressing  should  be  changed  daily  or  when 
lodosorb  becomes  saturated  with  wound 
exudate.  Wash  remaining  lodosorb  from 
the  ulcer  when  changing  the  dressing 
Contraindications,  precautions  Should 
not  be  used  in  patients  with  iodine 
sensitivity.  Iodine  is  absorbed 
systemically  when  large  ulcers  are  treated. 
Use  should  be  avoided  in  pregnant  or 
lactating  women.  Iodine  absorption 
should  be  taken  into  account  if  thyroid 
function  is  under  investigation 
Packs  Unit  dose  sachet  of  3g  in  boxes  of 
seven  (£10.95  trade) 
Supply  restrictions  Prescription  only 
Issued  May  1983. 


Piportil  injection 


Manufacturer  May  &  Baker  Ltd, 
Dagenham,  Essex  RM10  7SX 
Description  Sterile  straw  coloured  viscous 
liquid  in  glass  ampoules  of  1ml  and  2ml 
containing  50mg  and  lOOmg  of 
pipothiazine  palmitate  (5  per  cent  w/v  in 
sesame  oil) 

Indications  Long  acting  phenothiazine 
neuroleptic  for  treatment  of  psychotic 
disorders,  particularly  schizophrenia 
Dosage  Initially  25mg  to  assess 
susceptibility.  Subsequent  doses  should  be 
administered  at  appropriate  intervals, 
increasing  by  25mg  or  50mg  until  a 
satisfactory  response  is  obtained.  Most 


new  mains  and  rechargeable  shaver  that 
can  be  fully  recharged  in  one  hour,  claim 
Braun.  With  an  automatic  voltage 
adjustment  and  a  built-in  recharger  the 
shaver  also  features  the  Braun  foil 
shaving  technology.  The  company 
estimates  that  rechargeables  will  account 
for  almost  20  per  cent  of  the  total  UK 
shaver  business  in  1983.  Braun  UK  Ltd, 
Dolphin  Estate,  Windmill  Road, 
Sunbury-on- Thames,  Middx. 


patients  respond  to  a  dose  of  50-100mg 
every  four  weeks.  Maximum 
recommended  dose  200mg  every  four 
weeks.  Administration  is  by  deep 
intramuscular  injection  into  the  gluteal 
region.  Patients  should  be  stabilised 
under  psychiatric  supervision.  Not 
recommended  for  use  in  children 
Contraindications  Do  not  administer  to 
patients  with  marked  cerebral 
atherosclerosis,  phaeochromocytoma, 
renal  or  liver  failure,  severe 
cardiovascular  insufficientcy  or 
hypersensitivity  to  phenothiazine 
derivatives.  Should  not  be  used  in 
pregnancy  or  lactation  unless  essential 
Side  effects  Local  reactions  at  site  of 
injection  are  rare.  Reversible  extra- 
pyramidal reactions 
Packs  10  x  1ml  ampoules  £55  trade. 
10  x  2ml  ampoules  £90  trade 
Supply  restrictions  Prescription  only 
Issued  May  1983. 

Tenormin  range 


From  this  month  onwards  the  Tenormin 
range  will  be  supplied  in  28  calendar 
packs  only.  The  existing  280  bulk  packs 
for  Tenormin  and  Tenoretic  are  to  be 
replaced  with  calendar  packs  of  28.  Stuart 
Pharmaceuticals  Ltd,  Carrs  Road, 
Cheadle,  Cheshire. 


New  stoma  bag 


Abbott  Laboratories'  Patient  Care 
Division  are  launching  a  new  stoma  bag 
this  week.  The  bag  is  closed,  7in  long, 
transparent  with  no  gasket  and 
Microporous  2  adhesive  (£33.48  per  box 
of  50).  Abbott  Laboratories  Ltd, 
Queenborough,  Kent  MEll  5EL. 


Oxprenolol  80mg 

Evans  are  adding  oxprenolol  tablets  80mg 
(100,  £6.50  trade)  to  their  range.  The 
yellow  film  coated  tablets  are  engraved  on 
one  side  with  the  Evans  logo  and  on  the 
reverse  a  large  '80'  above  and  smaller 
'252'  below.  Evans  Medical  Ltd,  London 
End,  Beaconsfield,  Bucks. 


Elan  bags  and  tubes 


Elan  Surgical  Ltd  will  begin  the 
manufacture  of  sterile  urine  drainage 
bags,  and  connecting  tubes  for  use  with 
them,  on  May  1 .  Prices  (excl.  VAT)  will 
be  as  follows:  ESL  urine  drainage  bag  (^1 , 
Type  HI)  £2.05  for  10;  ESL  connecting 
tubes  (for  use  with  urine  drainage  bags) 
£3.25  for  10.  Elan  Surgical,  Unit  18, 
Ellingham  Estate,  Ashford,  Kent. 
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ITS  ALWAYS  BEEN  HARD 
0  PUT  INTO  WORDS  HOW  GOOD 
YOU  FEEL  ABOUT  DRAPOLENE. 


Jane,  1952. 


James,  1969. 


Sarah,  1982. 

We've  been  soothing  babies'  bottoms     restore  the  skin's  natural  pH.  And  its  soothing 

cream  base  acts  as  a  barrier  against  urine. 

By  using  Drapolene  as  a  treatment, 
mums  will  be  relieved  to  see  how  effective  it 
is  against  nappy  rash. 

By  using  it  regularly,  they  can  be  confi- 
dent that  the  chances  of  re-occurrence  are 
slight.  And  remember.  If  they  listen  to 
what  their  babies  have  to  say  about  it,you 
Its  slightly  acidic  properties  help  WellCOIIIG  can  be  sure  they'll  be  back  for  more. 

Simple  answers  to  everyday  babycare  problems. 

PRESENTATION:  BENZALKONIUM  CHLORIDE  0  01%,  CETRIMIDE  0  2%  IN  A  PINK,  WATER  MISCIBLE,  CREAM  BASE  USES:  PREVENTION  AND  TREATMENT  OF  URINARY  AMMONIA  DERMATITIS,  PARTICULARLY 
NAPPY  RASH,  TREATMENT  Of  MINOR  BURNS  AND  WOUNDS  ADMINISTRATION:  ADULTS  TO  BE  APPLIED  TWICE  DAILY  CHILDREN  TO  BE  APPLIED  EVENLY  AT  EACH  NAPPY  CHANGE  PARTICULAR 
ATTENTION  BEING  PAID  TO  THE  FOLDS  OF  THE  SKIN  BEFORE  APPLYING  DRAPOLENE,  THE  AFFECTED  AREA  SHOULD  BE  DRY  AND  FREE  FROM  ALL  TRACES  OF  SOAP  CONTRA-INDICATIONS: 
PATIENTS  WITH  A  HYPERSENSITIVITY  TO  EITHER  OF  THE  CONSTITUENTS  SIDE  AND  ADVERSE  EFFECTS:  ALLERGIC  REACTIONS  TO  DRAPOLENE  ARE  RARE  COST  TO  RETAILER:  55G  £0  41,  100G  £0  63, 
M0G  £3  04  (PL3/5069)  ADDITIONAL  INFORMATION  IS  AVAILABLE  ON  REQUEST  WELLCOME  CONSUMER  DIVISION,  THE  WELLCOME  FOUNDATION  LTD  CREWE  CHESHIRE  DRAPOLENE  IS  A  TRADE  MARK. 


or  thirty  years.  And  for  thirty  years  been 
jetting  the  same  response.  So  we've  every 
eason  to  be  confident  of  Drapolene  nappy 
ash  cream. 

Not  only  does  it  prevent  the  irri- 
:ation;  it  treats  it.That's  thanks  to  the 
jenzalkonium  chloride  which  destroys 
immonia- producing  bacteria 


When  we  designed  the  new 
Freflo  teat,  we  didn't  just 
stop  there. 

We  designed  a  brand  new 
range  of  packaging  to  put  it  in. 

See-through  blister 
packs  that  keep  the  teat 
hygienicaliy  sealed  from  the 
moment  it  comes  off  the  pro- 
duction line,  until  the  time  your 
customer  opens  it 

Each  pack  is  octagonally 
shaped  for  extra  strength  and 
protection.  Your  customers  can 
choose  between  the  single 
blister  pack  or  the  unique  new 
double  blister  pack. 

This  provides  an  exciting 
new  sales  opportunity  for  you. 
It's  the  only  one  on  the  market 

And  brings  the  cost  per  T7T)  T7  QTJ  A  O  TT  TT7  T"\ 
teat  down  to  a  highly    £<  IXJ^Oll  f\0    1  Ll£j  JUL 

m~  THEY  WERE  BORN. 


attractively  designed, 

the  new  packs  are  supplied  in    a  wider  flange  and  a  new 


outer  cartons  which  convert 
simply  and  neatly  into 
convenient  dispensers  to  give 
you  a  free  eye-catching  and 
highly  profitable  display 
The  new-style  Freflo  teat  has 
been  specially 
designed  with 


improved  shape  for  easier 
feeding. 

So  you  can  sell  it  with  con- 
fidence as  a  universal 
replacement  teat  for  any  make 
of  wide-necked  feeding  bottle. 

NEW  STYLE  FEEDER 
PACKAGING  TOO!   

No  Griptight  display  would 
be  complete  without  the  new 
range  of  Freflo  feeder  packs. 
Stylish,  colourful  and  reflecting 
the  long-standing  quality  of  all 
our  products,  there  is  a  250  ml 
and  125  ml  polycarbonate 
feeder,  and  a  new,  improved 
240  ml  glass  feeder  with  teat 
cover. 

Plus  a  brand  newline.  The 
Freflo  accessory  pack  to  snap 
up  all  those  extra  replacement 
sales. 

For  full  details  of  all  these 
products  and  the  rest  of  the 
new-look  Nursery  range  by 


Griptight,  phone  Karen  Brazier! 
on  021-472  4211  for  a  free  copy! 
of  our  latest  Trade  Catalogue. 


A  RANGE  OF  PRODUCTS  BY  GRIPTIGHT 

Lewis  Woolf  Griptight  Ltd., 
Selly  Oak,  Birmingham  B29  7EE. 


EQUIPMENT 


Clip  on  price  unit 
for  risers 

A  new  roller  price  system  has  been 
introduced  by  Norman  Pendred- 
Cellgrave.  The  pricing  unit,  incorporating 
its  own  stand,  is  available  in  five  colours 
with  a  variety  of  clips  enabling  it  to  fit 
onto  shelf  ticketing  rails,  or  glass  or  wire 
risers.  The  left  hand  part  of  the  unit  is  a 
standard  top  entry  frame  taking  a  5  x 


Iflili^r^&iiflilin-r'-i^^ 
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23/4in  message  card.  The  right  hand  side 
features  five  individual  rolls,  protected  by 
a  non-reflective,  anti-tamper  cover, 
enabling  prices  from  Vip  to  £99.99  to  be 
shown,  by  rotating  the  rolls  from  the 
back. 

Where  no  clip  fixings  are  required  a 
strut  /  roll  cover  is  available  in  matching 
colours  which  can,  if  required,  be  fitted 
with  rubber  strip  magnets  so  that  it  can  be 
secured  to  a  horizontal  metal  surface. 
Norman  Pendred-Cellgrave,  la  Catforci 
Hill,  London  SE6  4NU. 

Fly  into  trouble 
with  Antares 

A  new  ultra-violet  fly  trap  has  been 
introduced  by  Antares  Products  to  rid 
premises  of  all  types  of  flying  insects.  The 
Web-tronic  works  by  attracting  flying 
insects  to  its  ultra-violet  light  tubes.  As 
the  insect  flies  towards  the  light  source,  it 
passes  through  a  grid  which  electrocutes  it 


instantly.  The  dead  insect  falls  into  a 
collecting  tray  beneath.  For  cleaning,  the 
tray  pulls  straight  out,  automatically 
switching  off  the  power. 

The  unit  (£89.95  inc  VAT  and 


Quarter  and  halt  surveillance 
hemispheres  available  from  Volumatic 
Ltd.  Designed  for  use  where  space  is 
limited,  the  mirrors  are  suitable  for 
positions  where  there  is  insufficient 
room  for  a  full  sized  hemisphere  or 
convex  mirror.  Made  from  aluminised 
perspex,  both  models  are  supplied 
with  a  fitting  kit.  The  quarter 
hemisphere  costs  £18. 75  and  the  half 
£37.50.  Volumatic  Ltd,  Taurus  House, 
King  field  Road,  Coventry  CV6  5  AS. 


delivery)  requires  a  normal  household 
mains  supply.  A  three  metre  cable  is 
supplied  which  can  be  fed  out  through 
either  side,  and  a  3  amp  fuse  is  fitted 
internally.  Power  consumption  is  on 
average  less  than  2p  per  day.  The  unit 
measures  235  x  190  x  95mm  and  can  be 
used  free  standing  or  wall-hung  by  means 
of  two  key-hole  slots.  Antares  Products, 
75  High  Street,  Bedford,  England. 

Speed  pricing 
from  Hallons 

Hallons  have  introduced  a  magnetic 
"speed  price"  system  to  their  range  of 
retail  pricing  aids.  The  price  marking 
system  is  based  on  magnetic  figures, 
punctuations  and  angular  stands.  A  price 
sign  can  be  quickly  produced  by  anyone 
and  easily  changed  as  required,  and  the 
system  carries  a  full  five  year  guarantee. 
Available  in  two  sizes  ( 1 .2cm  and  7mm), 
the  figures  are  supplied  in  a  storage  box 
with  two  guide  plates  and  a  storage  plate 
(cost  £31.25  per  kit).  Hallons  Ltd,  Perry 
Road,  Essex  CM 18  7PW. 

Turntables  increase 
display  space 

The  range  of  Princess  display  turntables 
from  the  British  Turntable  Co  maximise 
constructive  use  of  display  space,  says  the 
company. 

Powered  by  a  small  electric  motor,  the 
display  areas  range  from  six  to  20  sq  ft, 
and  can  take  from  50  to  4001bs  of 
merchandise  depending  on  the  model. 
Shelves  are  in  smoked  grey  toughened 
safety  glass.  The  turntable  revolves  at 


The  PR3  (£192  +  VA  T)  and  PR4  model 
turntables  (£228  +  VA  T).  The  larger  PR5 
(£316  +  VA  T)  is  not  shown,  but  has  spilt 
semicircular  shelving  on  five  levels. 

2rpm  and  can  be  controlled  with  a  time 
switch  with  the  display  lighting.  British 
Turntable  Co  Ltd,  Display  Division, 
Emblem  Street,  Bo/ton,  Lanes. 

Whacker  for  dry 
waste 

Waste  Whacker  have  introduced  a 
manually  operated  waste  baler  for  dry 
waste  material.  The  baler  (£495  +  VAT)  is 
simple  and  safe  to  operate  and  may  be 
used  by  any  member  of  the  staff,  says  the 


company.  The  large  charge  box  means 
that  boxes  do  not  have  to  be  flattened 
prior  to  loading.  Since  the  baler  needs  no 
connection  to  any  power  supply,  it  can  be 
sited  at  any  convenient  location  and  may 
be  operated  in  conjunction  with  larger 
waste  disposal  systems.  The  unit  may  be 
purchased  outright  or  rented  on  a  lease 
agreement  at  £3. 1 5  a  week  over  five  years. 
Waste  Whacker  Ltd,  Ho/brook,  Ipswich 
IP9  2PT. 
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^  / e've  no  need  to  tell  you  what  big 
^^k  /  news  disposable  nappies  are  -  your 
▼  ▼  customers  do  that  for  us. 
For  some  time  they've  been  wanting  an  even 
bigger  nappy.  So  now  Peaudouce  are  launching 
the  biggest  addition  yet  to  the  Babyslip  range  - 
Childsize. 

Meant  for  the  bigger  baby,  who  grows  out 
of  standard  sizes  of  disposable  nappies  or  for 
children  who  take  slightly  longer  to  potty  train. 

Peaudouce  Childsize  will  take  any  child 
from  33  lbs  to  55  lbs  or  up  to  5  years  of  age. 


There  are  2,300,000  children  aged  between 
3  years  to  5  years  in  the  U.K.  -  just  think  how 
many  of  them  are  in  the  market  for  a  bigger  nappy 
and  you  can  see  what  potential  we're  adding  to 
your  business.  Experience  has  shown  that  Child- 
size  can  add  up  to  20%  to  your  Peaudouce  sales. 

With  all  the  features  that  make  Peaudouce 
Babyslips  the  best  product  and  fastest  growing 
brand  on  the  market,  Childsize  will  be  the  biggest 
nappy  on  your  shelf  -  both  in  size  and  in  profit. 

New  Peaudouce  Childsize  -  a  bigger  size  in 
a  big  market. 


PEAUDOUCE 

BabySUpa 

KEEP  A  BABY  DRIER,  LONGER. 


8  BabySUpa 


PEAUD0UCEM 


ChiicKsixa 


■ 


FOR  FURTHER  INFORMATION  PLEASE  CONTACT 
PEAUDOUCE  (UK)  LTD.,  LOCKFIELD  AVENUE,  BRIMSDOWN,  ENFIELD,  MIDDLESEX  EN 3  7PX. 


nssen 


oing  places 


Stugeron 


Cinnarizine  15  mg 
15  tablet  travel  pack 


PREVENT  TRAVEL 
SICKNESS 


Watch  this  space  for 
more  ethical  products 
for  counter  prescribing 

from 


Janssen. 


S»S1  Further  information  is  available  on  request  from 
|g]  Janssen  Pharmaceutical  Limited,  janssen  House.  Marlow,  Bucks.  SL7  IET 
Telephone:  Marlow  (06284)  7 1 744  Telex:  847788. 


SHOPFITTING 


Aucklands  III  —  heralding 
a  radical  rethink? 


A  radically  new  approach  to  pharmacy 
design  and  layout  has  been  taken  by  Mr 
Rohit  Shah,  MPS,  in  the  third  and  latest 
branch  of  his  Aucklands  Pharmacy  in 
East  Barnet  Road,  New  Barnet. 

Designed,  furnished  and  fitted  by 
Dollar  Rae,  the  new  pharmacy  —  which 
has  been  operating  since  the  beginning  of 
the  year  —  has  a  number  of  novel  features 
which,  the  company,  says  are  already 
proving  themselves  in  terms  of  customer 
attraction,  markedly  higher  staff 
productivity  and  a  rapid  expansion  of 
both  medical  and  OTC  turnover. 

The  New  Barnet  Aucklands,  with  its 
sales  area  of  some  1 ,500  sq  ft,  is  part  of  a 
new  shopping  development  adjacent  to  a 
recently  opened  Sainsbury  superstore.  In 
spite  of  its  competing  elements, 
Sainsburys  guarantee  a  large  flow  of 
customers  in  this  High  Street  location. 

The  17ft  high  ceiling  of  the  original 
building  gave  enough  room  to  build  a 
mezzanine  floor  for  use  as  a  storage  area. 
Although  accessible  from  within  the 
pharmacy,  it  has  independent  entry  at 
both  front  and  rear,  so  eliminating  the 
need  for  stocks  to  be  taken  in  or  out 
through  the  sales  area. 

A  key  move  has  been  to  place  the 
completely  open  dispensary  exactly  in  the 
middle  of  the  right-hand  wall  area.  It  is 
thus  directly  facing  the  two  major 


departments  of  perfumery  and  toiletries. 
Not  only  does  it  put  the  pharmacist- 
manager  constantly  in  view  and  directly 
accessible  to  customers,  but  makes 
possible  supervision  of  the  entire  sales 
area. 

Says  Mr  Shah:  "The  position  of  the 
pharmacist-manager  is  crucial.  No  longer 
stuck  away  at  the  rear  of  the  shop,  he  is 
always  within  sight  and  earshot  of  all 
customer  service  and  able  to  intervene 
easily  if  required.  And  at  the  end  of  the 
day,  he  is  a  lot  less  tired." 

High  staff  productivity 

"In  order  to  achieve  the  same  level  of 
turnover  in  a  traditionally  laid-out  and 
presented  pharmacy,  we  would  need  at 
least  three  assistants  in  addition  to  the 
pharmacist.  So  far  at  New  Barnet,  we  find 
we  need  only  one  assistant,  which  means 
that  staff  productivity  is  extremely  high. 
"This  is  crucial.  It  is  the  one  overhead 
which  we  are  able  to  control  completely. 
The  others  —  such  as  rent,  rates,  heating 
and  light  —  we  just  have  to  accept.  So  any 
savings  in  staff  costs  is  an  important 
contribution  to  the  business." 

With  six  other  pharmacies  within  a 
mile  radius,  the  new  Aucklands  faces 
considerable  local  competition.  In  spite  of 
this,  Mr  Shah  reports  "...a  tremendous 
increase  in  turnover." 


Dollar  Rae  designed  Aucklands  to 
underline  its  upmarket  appeal  and  project 
its  perfumes,  cosmetics  and  toiletries 
departments  —  no  less  than  10  metres  of 
perfumes  are  on  display.  OTC  turnover  is 
said  to  be  meeting  budget  forecast. 

Mr  Shah  stresses  the  importance  of 
Dollar  Rae's  concealed  storage  canopies 
above  the  wall  display  units.  For 
immediate  replenishment  of  stocks  they 
are  easily  accessible  and  do  not  require 
staff  to  be  absent  from  the  sales  area. 

Subconscious  separation 

Another  distinctive  feature  of  the 
premises  is  the  dropped  ceilings  over  the 
main  departments  —  dispensary, 
perfumery  and  toiletries.  "These  give  a 
subconscious  feeling  of  separation 
between  departments  without  obstructing 
customer  vision.  In  this  way,  we  retain  the 
design  unity  and  a  sense  of  spaciousness 
throughout  the  sales  area,"  says  Mr  Shah. 
"We  are  scoring  a  high  degree  of  success 
in  our  toiletries  sales  even  though 
Sainsbury's  stock  a  lot  of  them,"  he  adds. 

Lighting  plays  a  major  role  in  this, 
with  spotlights  on  ceiling  tracks  focused 
on  prime  areas.  Light  fittings  within  the 
illuminated  dropped  ceilings  are 
concealed  by  an  open  grid  surface.  In 
other  ceiling  areas  of  heavily  grained 
glacier  tiles  recessed  fluorescent  light 
fittings  appear,  giving  directional  light,  a 
relatively  new  development.  Individual 
showcases  are  also  illuminated. 

'Rich  and  tasteful' 

The  decor  combines  burgundy,  pinks  and 
greys  to  provide  a  rich,  tasteful  effect. 
Burgundy  stained  ash  is  used  as  trim  for 
the  dropped  ceilings  and  on  the  wall 
display  canopies.  Grey  vinyl  distinguishes 
the  medical  section,  shades  of  pink  are 
used  in  the  toiletries  area  and  foil  for  the 
backing  of  showcases.  The  strongly 
distinctive  pattern  of  the  carpet  has  a 
colour  mix  of  claret  and  silver  grey,  while 
claret-coloured  velvet  is  used  on  the 
upholstered  seating. 

Mirror  panels,  framed  by  octagonal 
chrome  tubing,  are  used  to  divide 
showcases  from  each  other:  some  conceal 
steel  beams.  Mirror  surfaces  are  also  used 
for  graphics,  such  as  in  medicines 
adjacent  to  the  dispensary,  and  monsieur, 
the  men's  toiletries  and  perfume  products 
department. 

The  shop  exterior  has  a  mirror  fascia, 
with  a  large  individually  illuminated 
chemist  sign.  There  is  also  a  conspicuous 
chemist  sign  at  right-angles  to  the 
frontage.  The  business  identity, 
Aucklands  Pharmacy,  is  established  by 
graphics  on  the  window. 

In  terms  of  business  performance  and 
customer  reaction,  Mr  Shah  says  he  is  in 
no  doubt  that  Dollar  Rae  have  created  a 
pharmacy  that  is  successfully  geared  to 
the  target  market.  He  believes  the  design 
could  also  be  the  precursor  to  a  radical  re- 
thinking among  other  pharmacists  in  how 
to  achieve  more  forceful,  attractive  and 
effective  marketing  of  both  their  medical 
and  OTC  business  ■  . 


Aucklands'  raised  dispensary  keeps  the  pharmacist  firmly  in  the  public  view,  and  gives 
him  supervision  over  the  entire  sales  area. 
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If  recent  sales  are  anything  to  go 
by,  your  customers  have  given  our 
range  of  May  &  Baker  OTC  brands  a 
very  warm  welcome. 

Which  is  cold  comfort  for  anyone 
in  the  grocery  trade. 

As  with  our  May  &  Baker  ethical 
brands,  our  OTC  lines  are  available  in 
one  place  only. 

The  place  where  May  &  Baker 
loyalties  have  always  been  apparent. 

In  the  Pharmacy. 


advice,  you  can  always  call  the  May  & 
Baker  Pharmacy  Hotline.  The  numbe 
to  call  is  01-592  3060. 

And,  to  keep  you  up-to-date  witl 
what's  going  on  in  the  pharmacy 
world,  you'll  receive  a  regular  copy  o 
our  newsletter,  'Pharmacy  Newsbreak 

Our  promotional  support  is 
receiving  a  big  shot  in  the  arm,  toe 

We're  investing  £l  million  in 
advertising  to  the  consumer,  point-oi 
sale  activity  and  PR. 


Not  that  we  don't 
want  to  do  more  business. 


A  BITTER 

THE  GROC1 


We've  just  added  a 
new  ingredient  to  our 
products  that 
the  grocery  trade 
will  find  a  little 
hard  to  swallow. 

It's  called  'The  New  May  &  Baker 
OTC  Salesforce! 

A  select  team  of  highly-trained 
pharmacy  and  marketing  experts  that 
exists  for  one  purpose. 

To  help  you  in  any  way  they  can. 

Whether  you're  seeking  advice 
on  stock  monitoring,  merchandising, 
promotions,  you  name  it, 
they're  always  there  to  help. 


1 

3 

May  &  Baker 

RETAIL  PHARMACY  DIVISION 

Putting  Anthisan,  Anthical, 
Avomine,  Brulidine,  Trxylix,  Brolene 
Ointment  and  Brolene  Drops  firmly  ii 
the  public  eye. 

And,  in  turn,  making  May  &  Bake 
not  only  A  trusted  name  in  home  an< 
prescription  medicines'  but  a  highly 
visible  one  too. 

Which  has  got  to  be  very  good  fo 
business. 

Unless,  of  course,  yoil 


F  If  you'd  like  more  information  about  the  May  &  Baker  OTC  Salesforce  and  May  &  I 

I  call  Pat  Elmer  on  01-592  3060  or  drop  a  line  to  May  &c  Baker  Ltd.,  Rainham  Road  South,  Dager 


Kirby  Warrick  winners! 

Successful  sales  start  with  these  unique  OTC  products 


CvC  v5 

The  unique  after-sun  which  gently  soothes  and  moisturises. 
Calamousse — available  in  a  handy  aerosol  is  non-sticky,  non-greasy. 
When  summer  tempts  .  .  .  Calamousse  forgives. 


LACIO 
CALAMINE 


Tmla 


Cool  relief  from  discomfort  caused  by  summer  itches,  bites  and  sunburn. 

No  added  antihistamine  so  less  risk  of  sensitisation. 

Non-powdery,  non-separating  -  the  summer  stand-by  for  all  the  family. 

LACTO  CALAMINE  — soothing  relief  from  skin  irritations. 


4$£ 


Straight  talking  from  Kirby-Warrick. 

This  summer  the  message  to  all  those  with  curly  hair  wanting  to  go 
straight  will  be  simple, 

"Get  it  straight  .  .  .  with  Teeda". 


For  more  information  on  these  and  other  products  plus  details  of  bonus  offers  and 
support  material,  please  telephone  us  for  a  visit  from  your  local  representative. 


^7  kirby  warrick 


KIRBY-WARRICK  PHARMACEUTICALS  LTD., 
OTC  DIVISION,  MILDENHALL,  SUFFOLK. 
TELEPHONE  (0638)  7 1 632 1 


HAIRCARE 


Caring  for  afro 
hair:  a  success 
story  for  the 
future? 


One  sector  of  the  market  that  is  rapidly 
expanding  caters  for  afro  hair.  This  type 
of  hair  is  delicate  and  requires  more  care 
and  the  use  of  more  products  than 
European  hair.  As  the  market  continues 
to  grow,  retail  chemists  with  limited  shelf 
space  could  become  part  of  this  success 
story  by  careful  stock  selection. 


Dyke  and  Dryden,  one  of  the 
leading  companies  in  the  market, 
estimate  there  are  one  million 
people  of  Afro-Caribbean  origin 
in  the  UK,  together  with  1 14  m  people  in 
both  the  Asian  community  and  other 
groups  with  dark  complexions  and  hair  of 
similar  needs. 

"No  attention  was  paid  to  their  beauty 
needs  until  our  company  was  established 
in  1965,  and  we  are  still  pioneering,"  says 
Len  Dyke,  managing  director.  "There  is  a 
whole  generation  of  people  in  their  20s 
and  younger  who  were  born  and  have 
grown  up  here,  and  who  often  find  it 
difficult  to  buy  products  geared  to  their 
needs." 

To  find  out  more  about  the  market 
C&D  talked  to  Joan  Sam  of  the  Supreme 
School  of  Hair  Design  in  London.  Apart 
from  running  her  own  salon  and  a  black 
hairdressing  school,  Joan  is  training  and 
standards  officer  for  the  Caribbean  and 
Afro  Society  of  Hairdressers  (CASH). 

Now  in  its  fourth  year,  CASH  was 
formed  to  represent  and  promote  afro 
hairdressing.  "We  were  more  or  less 
swept  under  the  carpet  in  years  gone  by," 
says  Joan,  "Now  we're  invited  to  all  the 
big  hair  shows. 

"There  was  a  time  when  it  was  decided 
to  reduce  the  strength  of  sodium 
hydroxide  in  relaxing  products.  It  was 
necessary  to  consult  people  who  use  the 


products  yet  there  was  no  organised  body. 
With  the  formation  of  CASH  we  are  now 
consulted  by  the  Government  bodies  on 
any  product  or  training  legislation." 

A  complex  process? 

At  first  glance  Afro  haircare  seems 
complex  process  but  this  is  not  so. 

Afro  hair  has  several  problems,  says 
Joan,  the  first  being  dryness  —  which 
causes  a  dull-looking  fuzzy  appearance. 
With  the  protein  chains  in  black  hair  more 
tightly  structured  the  hair  tends  to  have 
less  moisture.  And,  with  less  elasticity  and 
more  protein  it  has  more  tensile  strength 
than  other  types  of  hair. 

Another  problem  is  the  lack  of  natural 
oils  —  as  opposed  to  the  excessive 
amounts  to  found  in  European  hair.  This 
is  a  purely  ethnic  trait,  says  Joan. 
"Because  the  hair  follicles  differ  in  shape 
to  those  on  a  European  head,  and  because 
the  hair  has  more  cuticle  layers,  it  grows 
in  a  different  way  and  takes  on  a  different 
appearance. 

"To  make  our  hair  easier  to  manage 
we  have  to  do  certain  things  to  it  that 
Europeans  don't  have  to  bother  with. 
Basically  we  have  to  lubricate  our  hair 
and  scalp  more  frequently  because  of  the 
lack  of  oil.  This  is  usually  done  every 
other  day  by  rubbing  a  light  oil  into  the 
hair." 

One  process  that  appears  confusing  is 


the  one  for  relaxing  hair.  This  is 
necessary,  Joan  explains,  to  get  afro  hair 
straight.  The  process  rids  the  hair  of  any 
frizz  and  straightens  the  cuticle  layers. 

The  key  to  the  relaxing  cream  is 
sodium  hydroxide  —  the  ingredient  that 
keeps  the  hair  permanently  straight. 
Smoothing  the  cream  through  the  hair 
takes  out  a  certain  percentage  of  the 
natural  kink. 

"We  don't  want  to  take  it  all  out 
because  hair  that  is  too  straight  is  just  as 
much  trouble  as  hair  that  has  too  much 
kink.  The  aim  is  to  take  85  per  cent  of 
natural  curl  out  of  the  hair  leaving  just 
enough  in  to  give  it  body.  If  the  hair  is 
dead  straight  it  won't  take  the  rollers  and 
the  sets  won't  last." 

Different  heads  of  hair 

As  all  heads  of  hair  —  including  afro  — 
are  different,  the  elasticity,  condition, 
porosity  and  texture  of  the  hair  have  to  be 
tested  before  the  process  of  relaxing  can 
even  begin.  By  ascertaining  the  roughness 
of  the  hair  and  whether  it  is  porous  or 
non-porous,  the  texture  can  be 
determined  and  the  strength  of  relaxing 
cream  —  mild,  regular  or  super  —  can  be 
chosen.  If  the  hair  is  in  bad  condition  a 
conditioner  will  have  to  be  used  before  the 
chemicals  can  be  applied. 

Continued  on  p828 
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GOOD  LORD, 
THE  NATURAL 
SHAMPOOS 


Or  how  Patrick  Lichfield  is  bringing 
a  glorious  new  beauty  to  Klorane  Shampoos. 


The 
toiy  so  far 

For  years 
Clorane  Sham  pod 
lave  been  letting 
laturally  balanced 
)eauty  go  to  a  lot  ot 
rirls'  heads 

From  colour  enhancer 
tnd  treatment  shampoos 
o  conditioners/  Klorane 
rom  France  enjoys  a  very 
pecial  place. 
Now  read  on. 
From  1983,  Patrick 
Jchfield,  the  Earl  of  beauty 
photography,  is  creating 
emarkable  new  images  to 
nake  Klorane  even  more 
Appealing. 

The  advertising  will 
-each  over  80%  of  ABC, 
A/omen. 


In  all, 
2.6  million 
customers  will  see  our  60 
full  colour  advertisements. 

To  turn  your  customers' 
heads  even  more,  there 
will  be  bright  and  stylish 
new  point  of  sale  material 
as  well. 

Most  ladies  already 
realise  that  harsh  and 
chemically  based 
shampoos  cannot  do  the 
best  for  their  hair. 

With  superb  Lichfield 


photography, 

we're  sure  that  the 

difference  of  Klorane  will 

shine  out 

The  Klorane  range  comes 

to  you  superbly  boxed,  with 

each  individual  product 

created  under  the  strictest 

pharmaceutical  conditions. 

So  now  you  can 

recommend  Klorane  with 

confidence  to  all  your 

customers  who  have  that  little 

bit  more  on  top. 

Concept 
(  Pharmaceuticals 
^^^^^  Limited 


Russell  House,  59-G1  High  Street 
Rickmansworth.I  lertfordshireAL54SR 
lei  No:  Rickmansworth  779388 
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HAIRCARE 


Catering  for  afro  hair 

Continued  from  p825 
Relaxers  are  available  in  both  cream  and 
liquid  formulations  although  Joan  has  a 
preference  for  cream,  finding  it  more 
effective.  Being  heavier  it  holds  the  hair 
down  better  she  says. 

Once  this  process  is  completed  the  hair 
has  to  be  neutralised  to  return  it  to  its 
normal  pH.  After  this,  the  hair  is 
conditioned  and  can  be  cut  and  styled. 
Such  treatment  will  last  for  three  months. 

Joan  has  very  strong  views  on  people 
using  relaxing  products  at  home  and 
disagrees  with  chemists  selling 
"professional"  products.  "Many  people 
try  the  relaxing  products  at  home  and  it's 
a  disaster!'  she  says.  "You  should  know 
what  you're  doing,  but  people  can  buy  the 
products  marked  'for  professional  use 
only'  from  chemists  and  do  it  themselves. 
They  don't  take  the  precautions  a 
hairdresser  is  taught  to  take,  and  while 
they're  trying  to  save  themselves  money 
nearly  everyone  comes  back  to  the  salon 
with  all  their  disasters.  We  have  to  treat 
the  hair  before  we  can  do  any  work  on  it. 

"I  wouldn't  advise  people  to  mess 
around  with  strong  chemicals  at  home, 
but  they  do  because  they  can  buy  them 
easily  in  the  shops. 

"If  a  chemist  is  interested  in  stocking 
afro  hair  products  there  is  a  wide  range  of 
non-professional  items  for  retail  sale!' 
Hair  scalp  conditioners,  hair  food, 
shampoos,  perm  moisturisers,  curl 
activators  and  conditioning  sachets  are 
suggested  by  Joan  as  lines  for  chemist 
outlets  with  limited  shelf  space  to  spare. 

Curl  activator  is  for  everyday  use  at 
home  on  a  perm  and  is  available  in 
liquids,  sprays,  creams  and  gels,  while 
steam  treatment  —  another  phrase  that 
continually  crops  up  in  afro  haircare  —  is 
a  reconditioning  treatment  between  either 
a  perm  or  a  relaxer. 

Fashionable  styles 

At  the  moment,  the  two  most 
predominant  hairstyles  are  the  curly  perm 
and  the  relaxed  "feathery"  look. 
Students  are  becoming  more 
experimental,  says  Joan,  all  thanks  to  the 
wide  choice  of  products  available  on  the 
market. 

The  curly  perm  is  very  popular,  she 
says,  because  it  is  a  one  step  perm.  The 
perm  solution  straightens  the  hair  out  and 
the  thioglycolate  curls  the  hair.  Available 
in  a  cream,  liquid  or  gel,  the  solution  is 
smoothed  into  the  hair  and  the  perm 
process  continues  in  the  usual  way. 

Thanks  to  this  process,  the  hair  has  no 
longer  to  be  set  at  night  and,  by  keeping  it 
moist,  frizz  is  eliminated. 

"On  the  whole,  afro  hair  needs  more 
care  and  we  do  use  more  products  than 
Europeans;'  says  Joan.  "Our  hair  is  rather 


delicate  funnily  enough;  people  have  the 
impression  it  is  thick,  strong  and 
impregnable  —  it's  not.  The  climate  and 
hard  water  are  bad  for  the  hair.  I've  heard 
so  many  stories  of  people  coming  to  the 
UK  where  the  water  and  chemicals  breaks 
their  hair. 

"If  you  go  back  to  the  West  Indies, 
hair  is  beautiful.  People  don't  need  to  use 
as  many  products  because  they  are  blessed 
with  beautiful  weather  which  activates  the 
sebaceous  glands  and  keeps  the  oils 
flowing." 

There  are  no  special  products 
available  to  deal  with  these  UK  "quirks" 
although  a  heavier  grease  would  probably 
be  used  to  protect  the  hair  against  the 
elements.  In  the  West  Indies  a  light  oil  is 
sufficient  —  "if  you  have  to  use  any  at 
all." 

No  limits  to  styles 

With  the  abundance  of  products  now 
available  afro  haircare  is  no  longer  as 
limited  as  it  used  to  be.  In  fact  Joan 
believes  afro  hair  is  more  versatile  than 
European  hair. 

"Because  of  the  colour  pattern  of  our 
hair  we  can  steam  the  body  out  of  the  hair 
and  revert  back  to  afro  —  something  that 
can't  be  done  with  European  hair. 

All  that  glitters  is  not 
just  gold  .  .  . 

Once  a  week  a  lorry  arrives  at 
Barkingside,  Ilford,  loads  up  with  Glitter 
spray  and  Ultra  Hair  Glo  spray  and 
disappears  again  —  to  France. 

Driven  by  a  girl  who  is  just  one  of  the 
many  agents  selling  Jerome  Russell 
products  in  France,  the  lorry  is  a  sign  of 
the  phenomenal  success  the  company  has 
achieved  with  its  two  products  —  a 
success  that  is  not  simply  restricted  to  the 
UK  but  is  growing  in  leaps  and  bounds  on 
a  worldwide  scale. 

The  two  men  behind  this  —  Alan  and 
David  Marcus  —  started  out  as 
hairdressers  and  believe  their  roots  —  in 
more  ways  than  one  —  have  played  a 
major  part  in  their  success. 

"I  started  out  as  a  hairdresser  16  years 
ago,"  says  David,  "and  began 
manufacturing  setting  lotions  and  colour 
setting  lotions  round  the  back  of  the  shop 
when  prices  started  rocketting." 

By  trying  them  out  on  customers  he 
eventually  got  the  mix  right  and  was  soon 
making  21  different  kinds  of  coloured 
setting  lotion  and  a  hair  thickener. 

"In  those  days  Alan  always  seemed  to 
be  mixing  the  stuff  and  taking  the  flies  out 
of  the  nets  —  I  don't  really  know  what 
they  found  so  attractive"  —  he  laughs 
and  then  adds  "this  was  14  years  ago 
mind!" 


"With  a  good  cut,  afro  hair  can  carry 
the  same  styles  as  European  hair.  There  is 
a  definite  swing  to  short  cuts  in  afro 
which  makes  life  more  interesting  for  the 
hairdresser. 

"Hairdressing  now  looks  as  if  you  are 
achieving  something  rather  than  afro, 
afro,  afro.  The  image  of  afro  haircare  is 
changing  for  the  better  —  the  market  is 
exploding  and  there's  a  little  bit  in  it  for 
everyone." 

Business  is  so  good  that  Joan  is 
looking  to  expand  her  premises  —  which 
hold  both  the  salon  and  the  school.  Joan's 
was  the  first  black  hairdressing  school  to 
be  given  World  Federation  status  and  she 
now  caters  for  20  students  at  a  time  on  a 
nine-month  course.  She  recently  had  to 
turn  down  a  Chinese  delegation  because 
the  course  was  full. 

Joan  is  also  currently  in  the  process  of 
launching  her  own  range  of  haircare 
products.  The  shampoos,  sheen,  and  hair 
and  scalp  conditioner  with  jojoba  will  all 
be  marketed  under  the  Bronze  Beauty 
name  and  will  meet  the  needs  of  chemists 
looking  to  take  on  limited  lines;  prices 
have  not  yet  been  decided.  A  mailing 
service  will  be  available  from  Bronze 
Beauty  Cosmetics,  117  Turnpike  Lane, 
London  N8  0D  Y. 


"We  specialise  in  two  products,  stay 
with  them,  and  make  sure  we've  got  the 
best  in  the  world" 


Alan  and  David  soon  built  up 
distribution  and  were  supplying 
hairdressing  wholesalers  all  over  the 
country  with  their  concoctions.  A  £10,001 
loan  enabled  them  to  buy  a  bottling 
machine  with  a  capacity  to  fill  10,000 
bottles  a  day  —  overcoming  the  problems 
of  the  flies. 

In  those  days  David  and  Alan  were 
hairdressing  till  three  in  the  afternoon  — 
Continued  on  p83 
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IF  AT  FIRST  YOU  DO  SUCCEED... 


Poly  Foam.  The  push-button  perm. 

By  the  end  of  its  first  year, 
Poly  Foam  gained  a  20%  market 
share,  climbing  to  brand  leadership!* 

So,  to  build  on  this  amazing 
success,  we'll  be  back  on  TV  from 
May  2nd,  spending  £700,000 
nationally. 

Don't  forget  that 
Poly  Foam  is  the 
only  alternative  to  old- 
fashioned  perming 


jam  i 


methods. 

That's  why 
we  call  it  the 
perm  for 
push-button 
profits. 

Make  sure  you  get 


your  share. 

*Source:  SDC 

Now,  new  variant  for  colour 
treated  and  delicate  hair. 

WARDER 
LAMBERT 


HAIRCARE 


Glittering  prizes 

Continued  from  p828 
at  one  stage  David  owned  six  salons  — 
and  then  manufacturing  into  the  early 
hours  of  the  morning.  The  hard  work  was 
all  worthwhile  and  David  was  able  to 
retire  from  hairdressing  on  the  proceeds. 

Glitter  spray  came  about  all  thanks  to 
Christmas  trees.  A  company  in  Holland 
was  manufacturing  glitter  to  be  sprayed 
on  the  trees;  Alan  spotted  it  and  decided  it 
would  be  a  fabulous  idea  for  hair  and 
body  decoration. 

Initially  manufactured  in  Holland, 
Glitter  spray  is  now  all  made  in  the  United 
Kingdom.  "At  present  we  can  produce 
24,000  cans  a  day  which  is  adequate  —  for 
now.  However  I  do  think  that  we're  only 
on  the  bottom  rung  of  the  ladder,  when 
the  sun  shines  things  will  really  go  crazy. 

"The  sad  thing  is  a  lot  of  retail 
chemists  regard  it  as  merely  a  Christmas 
line  which  is  a  terrible  mistake.  The 
Co-operatives  came  back  to  us  after 
Christmas  —  they  thought  it  was  just  a 
seasonal  product.  It's  not  —  it  was  selling 
really  well  even  after  Christmas.  Yet  how 
do  you  educate  the  manager  of  a  chemist 
shop  with  no  stock? 

"I  have  18  girls  mailing  out 
introductory  packs  and  single  items  to 
retail  outlets  yet  there  are  still  plenty  who 
haven't  realised  the  potential  of  this 
lucrative  market. 

"We  specialised  in  two  products, 
stayed  with  them  and  made  sure  we've  got 
the  best  in  the  world." 

E  ••  pos  i  achievement 

Export  achievements  make  remarkable 
reading  considering  the  small 
beginnings  and  short  space  of  time  that 
has  elapsed  between  spotting  the 
Christmas  tree  glitter  and  getting  the  show 
on  the  road. 

In  America  the  company  has  an  order 
with  one  distributor  for  2,000  cans  a 
month  —  in  the  first  two  months  this  was 
more  than  doubled  and  just  previous  to 
talking  to  C&D  Alan  had  taken  a 
substantial  order  from  Singapore  — 
despite  bemoaning  the  fact  both 
Singapore  and  Hong  Kong  stick  too  much 
duty  on  imports.  While  having  a  "hell  of 
a  job"  getting  into  Spain,  a  large  order  is 
due  to  be  shipped  out  to  New  Zealand  at 
the  end  of  May. 

Australia,  South  Africa  and  Canada 
also  figure  strongly,  to  name  just  a  few,  as 
do  Norway,  Scandinavia  and  Saudi 
Arabia  —  "they  must  be  spraying  it  on 
their  yashmaks,"  David  suggests 
helpfully. 

"Ours  is  a  rags  to  riches  story.  We're 
very  surprised  at  the  success  and  it's  good 
news  all  round.  I  think  we've  done  great 
things  for  the  country  —  they  don't  call  us 
the  Glitter  Bugs  for  nothing!" 
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A  market  full  of 
opportunities 

While  gains  have  been  made  by  the  retail 
sector  in  recent  years  at  the  expense  of  the 
salons,  the  retail  chemist  does  not  appear 
to  have  made  the  most  of  this 
opportunity. 

A  number  of  factors  —  the  recession 
and  consequent  careful  budgetting  of 
money,  soaring  salon  costs  and  the 
growing  numbers  of  working  women  with 
less  time  to  spare  for  trips  to  the 
hairdressers  —  have  all  been  good  news 
for  the  retail  sector  as  more  and  more 
women  turn  to  do-it-yourself  haircare. 

However  figures  from  Beecham 
comparing  1974  and  1983,  show  that 
while  Woolworths  and  department  stores 
now  have  a  declining  share  of  the  market, 
independent  chemists  and  grocers  are 
losing  out  to  grocery  multiples  and 
drugstores.  Multiples  have  built  up  30,  18 
and  23  per  cent  shares  of  the  shampoo, 
conditioner  and  hairspray  markets 
respectively,  while  drugstores  have 
cornered  10,  15  and  10  per  cent  shares.  In 
comparison  independent  grocery  has  4  per 
cent  shares  and  independent  chemists  7, 
10  and  7  per  cent. 

John  MacNaught,  sales  and  marketing 
director  for  Concept  Pharmaceuticals 
sums  the  situation  up:  "Competition  has 
become  more  international  and  has 
focussed  increasingly  on  value  and  price 
with  the  large  multiples  increasing  their 
share  of  the  market.  This  concentration 
of  buying  power  enables  them  to  prise 
lower  prices  from  manufacturers. 

And  he  continues:  "Refusal  of  these 
multiples  to  stock  ranges  has  ensured  that 
the  manufacturers  concerned  quickly 
restructure  their  prices  to  meet  these 
demands  with  the  result  that  retail  prices 
get  lower  and  lower." 

Despite  this  the  chemist  trade  insists 
on  stocking  all  ranges  of  shampoo  so  they 
cannot  specialise  or  devote  enough  space 
to  each  brand,  he  says. 

Concept  believe  the  market  will  swing 
towards  own-branding,  while  cut-priced 
and  value  packs  of  regular  brands  will  all 
be  competing  for  a  place  in  the  multiples 
promotional  programmes. 

Movement  up-market 

The  recent  tussle  for  Vidal  Sassoon  with 
Richardson-Vick  emerging  winner  — 
although  Beecham  were  rumoured  to  be  a 
strong  contender  —  is  indicative  of  one 
trend  towards  up-market  regimen  ranges. 

And  it  is  one  area  the  retail  chemist 
could  develop  as  his  speciality,  alongside 
the  more  mass  market  orientated  ranges. 

The  Mintel  report  on  the  1982  haircare 
market  estimates  it  was  worth  £283m  at 


rsp  —  a  two  per  cent  improvement  over 
1981 .  All  signs  indicate  this  growth  will 
continue. 

With  eight  brands  of  shampoo  and  six 
types  of  conditioner  catering  for  a 
sizeable  share  of  these  markets,  discerning 
retailers  can  increase  turnover,  cater  for 
most  needs  and  maintain  market  share. 


Shampoos 


Although  there  are  over  100  brands 
jostling  for  shelf  space  in  this  highly 
fragmented  sector,  half  of  the  vast  market 
has  been  cornered  by  seven  brands. 

Mintel  estimate  the  market  was  worth 
£100m  in  1982  and  expect  it  to  record  a 
unit  volume  increase  of  five  to  seven  per 
cent  per  annum.  Sales  are  anticipated  to 
be  worth  £109m  this  year  and  it  is 
expected  advertising  budgets  will  be 
maintained.  In  1982  these  totalled  £1  lm 
—  a  ratio  of  one  in  ten.  Up  to  September 
1982  Head  &  Shoulders  led  the  advertising 
league,  say  Mintel,  with  27  per  cent  of 
total  expenditure  followed  by  All  Clear 
(17  per  cent),  Silkience  (14  per  cent),  and 
Vosene  (10  per  cent). 

Whether  the  improved  formulations 
led  to  increased  frequency  in  washing  or 
vice  versa  is  one  of  those  chicken  and  egg 
situations.  < 

In  the  1950s  less  than  one  in  ten 
women  washed  their  hair  as  often  as  once 
a  week.  Research  now  shows  that  three 
out  of  five  hairwash  at  least  twice  a  week. 
Two  thirds  of  shampoo  volume  is 
currently  purchased  by  women  under  35. 
The  fact  that  unit  sales  are  down  some  20 
per  cent  on  1969  figures  is  misleading, 
literage  has  in  fact  doubled  with  the  trend 
towards  larger  sizes. 

In  the  late  1960s  80  per  cent  of  sales 
were  in  units  under  50ml,  today  almost 
two  thirds  are  in  units  of  80ml  or  more. 

Continued  on  p83: 
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...TRX  TR^  TRYAGAIN. 


Permanent  hair  colour,  with 
after  colour  conditioning  shampoo. 
Covers  grey  hair  completely. 


Permanent  hair  lightener 
with  after-colour  conditioner. 
Lightens  up  to  4  shades. 


Permanent  shampoo-in  gentle 
lightener  with  after-colour  conditioner. 
Lightens  natural  shade. 


Poly's  winning  streak,  which 
tarted  with  Poly  Foam,  is  set  to 
:ontinuein  1983. 

Because  now,  the  entire  range 
)f  Poly  Colourants  has  been 
9-formulated,  re-packaged  and 
9-launched. 

And  it's  backed  by  Poly's  biggest 
)ver  advertising  campaign. 

Spending  a  national  equivalent, 
HiTVand  in  the  press  1 
)f  £850,000.  ( 

In  their  elegant,  striking 
lew  packs,  Poly  Color, 
^oly  Tint,  Poly  Blonde  and 
5oly  Fair  now  offer  the 
nage  modern  women 
vant. 


•  Big  colour  press  campaign  for 
Poly  Color  starts  in  May. 

•  First-ever  TV  commercial  for 
Poly  Tint  breaks  in  April. 

•  Poly's  Point  of  Sale  Package  to 
maximise  your  profits  -showcards, 
shelf  edgers  with  individual  hair 
swatches. 

So  back  Poly  as  a  winner  for  1983. 
Because  our 
success  depends 
on  yours. 

For  further  information 
on  point-of-sale  contact  our 
Sales  Promotion  Department, 
Warner  Lambert,  Health  Care 
Division,  Mitchell  House, 
Southampton  Road, 
Eastleigh,  Hants. 
Tel:  0703  619791. 


WARISER 

LAMBERT 


*  Trade  maik  R82249 
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GLINTS  GO  ON  NATIONAL  TV  After  having  seized  a  6%  share  of  the  hair 

colourant  market  in  just  four  months,  Glints  is  expanding  its  TV  campaign  in  a  big  way.  With  around  200 
spots  in  every  area  giving  an  88%  coverage  of  the  target  market,  which  is  tremendous  sales  potential  for  you. 

Naturally  there  will  be  stunning  double  page  spreads  in  the  press  to  back  up  the  telly. 

So,  after  the  success  of  Glints  on  only  three  stations,  who's  to  say  what's  going  to  happen  now  it's 
going  nationwide? 

We  should  knock  'em  dead. 

Markpr  Dara  nrnvidpd  bv  Indpnpndpnr  Rprail  Audir  and  Galluo.  GLINTS  and  CLAIROL  are  Trademarks.  Authorised  user,  Bristol  Myers  Co.  Ltd. 
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Continued  from  p830 
Following  this  trend  Beecham,  in 
February,  introduced  a  1,000ml  bottle  of 
Vosene  which  they  say  allows  a  cost 
saving  of  20  per  cent  against  the  300ml 
size.  Clairol  have  also  jumped  on  the 
large-size  bandwagon  by  recently 
introducing  Natural  Balance  shampoo 
and  conditioner  in  250ml  sizes  only 
(£0.75). 

Looking  more  closely  at  the  market 
the  ratio  between  the  cosmetic  and 
medicated  sectors  is  roughly  60:40.  While 
the  cosmetic  sector  has  been  losing 
ground  in  recent  years  to  the  medicated 
sector,  "increasing  frequency  of  use  is 
keeping  sales  of  both  types  fairly  bouyant 
and  the  growth  in  the  medicated  sector 
Imay  well  be  levelling  off"  suggests 
Mintel. 

The  overall  leader  in  the  market  is  still 
Head  &  Shoulders  with  a  15  per  cent  share 
while  Beecham  are  represented  with 
^osene  (8-10  per  cent),  Silvikrin  (6  per 
pent)  and  Bristows  (3  per  cent)  and  Elida 
Gibbs  with  Sunsilk  (6  per  cent),  All  Clear 
;5  per  cent),  Pears  (3  per  cent)  and  the 
atest  addition  Timotei.  With  Gillette's 
Silkience  holding  a  4  per  cent  market 
ihare,  these  eight  brands  are  responsible 
or  52  per  cent  of  the  market. 

Dn  the  promotional  front 

Elida  Gibbs  will  be  hoping  for  great 
hings  with  the  launch  of  their  new 
■hampoo  Timotei  (C&D,  last  week  p749) 
especially  as  they  are  investing  £3  million 
in  an  advertising  campaign.  We  are 
:onfident  it  will  quickly  become  the 
eading  cosmetic  shampoo,  they  say. 
Timotei  caters  for  the  growing  trend 
owards  mild  variants  of  shampoo  and 
nore  frequent  washes. 

A  £1  Vim  television  and  radio 
idvertising  campaign  will  support  All 
lear  throughout  the  year  and  there  will 
)e  a  series  of  below-the-line  promotions 
uch  as  the  current  66  per  cent  extra  free 
>n  the  150g  pack. 

Gibbs  claim  All  Clear  is  the  number 
wo  brand  in  the  total  market  with  an  8 
»er  cent  share.  In  all  Gibbs  are  spending 
7m  on  their  haircare  brands. 
jillette  invested  £2m  in  the  launch  of 
ilkience  shampoo  and  say  they  intend  to 
ontinue  to  support  the  brand  on  a  similar 
cale  during  the  year. 
Wella  are  pleased  with  the  way  their  IQ 
hampoo  has  fared  after  12  months 
ading,  claiming  a  two  per  cent  market 
hare  for  the  six  variant  range.  Our 
mention  is  to  increase  this  share  of  the 
riarket  with  a  heavyweight  advertising 
ampaign  in  the  women's  Press 
[iroughout  the  year,  they  say.  Consumer 
nd  trade  promotions  will  also  run 
iroughout  the  year. 
'eckitt  Toiletry  Products  relaunched 
upersoft  in  January  with  new  range 


additions  and  say  this  has  proved  very 
successful  "achieving  levels  of  growth 
well  in  excess  of  the  market." 
Concept  Pharmaceuticals  are  currently 
advertising  three  of  their  shampoos  — 
camomile,  henna  and  oatmilk  —  in  the 
women's  Press  and  colour  supplements. 
The  £175,000  campaign,  photographs  for 
which  were  taken  by  Patrick  Lichfield, 
will  run  through  to  September.  The  range 
is  chemist-only.  For  POS,  showcards  have 
just  been  launched  and  30ml  trial  sizes  of 
the  three  shampoos  in  trays  with  header 
cards  will  be  available  shortly.  A  Klorane 
haircare  leaflet  is  currently  being 
produced. 

Johnson  &  Johnson  are  supporting  their 
children's  hair  conditioner  by  a  national 
advertising  campaign  in  the  women's 
Press.  This  runs  through  to  August. 
Johnson's  baby  shampoo  will  be 
supported  by  a  national  television 
campaign  during  the  Summer  months. 
With  its  "no  more  tears"  formula  the 


shampoo  is  ideal  if  the  hair  is  washed 
frequently,  says  the  company,  and  is 
designed  to  suit  all  hair  types. 
Creighton  Laboratories  believe  that 
despite  the  dominance  of  the  market  by 
the  eight  biggest  brands  there  is  still  room 
for  the  smaller  more  specialist 
manufacturer.  With  a  range  of  nine 
shampoos  and  a  herbal  conditioner 
"based  on  a  mild  natural  cleansing  agent 
derived  from  coconut  oil",  the  company 
says  it  is  gradually  making  in-roads  into 
chemist  outlets.  "Substantial  sums"  will 
support  the  range,  they  say,  in  the  form  of 
advertising,  promotional  activity  and 
display  material.  Additions  to  the  range 
and  repackaging  plans  for  Apricot 
shampoo  are  in  the  pipeline. 
Vidal  Sassoon  claim  their  brandshares  in 
both  the  shampoo  and  conditioner 
markets  have  increased  over  and  above 
those  for  the  markets.  Total  sterling 
business  through  chemist  outlets  has  also 
shown  a  definite  increase  they  say.  With 
the  Richardson  Vick  takeover  now 
confirmed,  details  of  future  promotional 
activity  or  any  changes  in  original  plans 
have  not  yet  been  announced. 
French  &  Scott  are  currently  running  a 
.sampling  offer  for  natural  henna 
shampoo  in  the  May  issue  of  Look  Now. 


Family  size  for 
Cream  Silk 

A  350ml  "family"  size  is  being  added  to 
the  Cream  Silk  range  (£1 .95).  Elida 
forecasts  growth  will  continue  in  this 
market  as  only  65  per  cent  of  women  and 
25  per  cent  of  men  ever  use  a  conditioner. 
Frequency  of  use  of  conditioner  by 
women  is  increasing  quite  rapidly,  they 
say,  with  a  third  of  all  users  in  1982 
claiming  to  use  a  conditioner  more  than 
once  a  week  —  a  figure  that  has  nearly 
doubled  since  1975. 

Over  20  per  cent  of  all  conditioner 
sales  are  now  going  to  packs  containing 
250mls,  say  Elida,  who  expect  the  new 
size  to  "add  significantly  to  Cream  Silk's 
10  per  cent  share." 

A  further  change  to  the  range  is  an 
improved  greasy  variant.  A  new  clear  oil- 


free  formulation  has  been  developed  and 
a  new  perfume  included.  LVzm  in 
advertising  support  has  been  allocated  to 
the  range.  Elida  Gibbs  Ltd,  PO  Box  ID  Y, 
Portman  Square,  London  Wl  Y  ID  Y. 


For  greasy  hair . . . 

L'Oreal  have  launched  an  Elseve 
Frequence  shampoo  for  greasy  hair.  This 
joins  the  regular  variant  already  available 
and  comes  in  two  sizes  —  the  original 
250ml  and  a  new  150ml  size  (£0.80-£1.26 
and  £0.69-£0.89  respectively).  Golden 
Ltd,  30  Kensington  Chruch  Street, 
London  W8. 

Jo-ba  additions 

Jo-ba  are  introducing  a  shampoo  and 
conditioner  to  meet  the  specialist  needs  of 
black  hair.  The  shampoo  and  conditioner 
with  indigo  for  black  hair  (250ml,  £0.99) 
contains  pure  jojoba  essence,  sunflower 
and  coconut,  while  the  indigo  and  horse- 
chestnut  improve  colour,  texture  and 
manageability.  Jo-ba  (Hair  Health)  Ltd, 
Vincent  House,  Garman  Road,  London 
N 17  OUR. 
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Conditioners 
prove  their 
worth 

Although  this  market  was  a  relative  late 
starter  it  has  more  than  proved  its  worth 
for  both  manufacturer  and  retailer  alike. 
Its  development,  linked  to  the  rapid 
increase  in  the  frequency  of  hairwashing 
has  led  to  the  development  of 
conditioners  as  a  fundamental  part  of  the 
haircare  regime  despite  the  advent  of 
conditioning  shampoos.  The  signs  are 
that  this  market  will  continue  to  grow. 
(Beecham  anticipate  a  5  per  cent  unit 
growth  this  year).  Research  for  Mintel  has 
shown  that  of  all  the  women  interviewed, 
53  per  cent  had  tried  conditioners  and 
most  were  regular  users.  Prime  usership 
was  found  to  be  in  the  20-44  age  group. 
There  is  however  wide  scope  for  further 
penetration  and  manufacturers  appear  to 
be  hoping  for  greater  things,  say 
Beecham.  They  calculate  that  £6m  was 
spent  on  advertising  in  1982  —  a  1:7  ratio 
in  this,  a  market  worth  £42m.  (Ashe 
Laboratories  value  the  market  at  £26m). 

Mintel  say  the  market  was  worth  £38m 
in  1982  "some  six  per  cent  up  on  the 
previous  year"  —  and  list  the  leading 
brands  as  Alberto  Balsam  and  V05  with  a 
14  per  cent  share,  Cream  Silk  and  Sunsilk 
from  Gibbs  ( 1 3  per  cent),  Revlon  Flex  (10 
per  cent)  and  Henara  by  Henna  (8  per 
cent).  Silkience  is  credited  with  a  7  per 
cent  share,  as  is  Wella.  (Gillette  claim 
Silkience  is  brand  leader  but  give  no 
brandshare  figures). 


VAm  support  for 
Vitapointe  launch 

Ashe  Laboratories  are  launching  a 
Vitapointe  cream  rinse  conditioner 
backed  by  a  £250,000  Press  advertising 
campaign.  Called  silk  rinse,  the 
conditioner  (160ml,  £0.95)  is  the  fourth 
product  in  the  Vitapointe  dry  hair  product 
range  and  will  be  available  under  the 
recently  introduced  banner  "Beauty  care 
for  dry  hair." 

Research,  the  company  says,  shows 
that  74  per  cent  of  women  use  a 
conditioner,  with  3 1  per  cent  claiming  to 
have  very  dry  hair,  representing  a  market 
of  7  million  women. 

A  Press  advertising  campaign 
featuring  both  silk  rinse  and  the  "between 
wash"  conditioner  stresses  the 
compatability  of  the  two  products.  The 
campaign  runs  through  to  October  in  the 


The  Beecham  breakdown  of  the 
market  is  Silkience  (1 1  per  cent),  Alberto 
Balsam  (7  per  cent)  and  V05  (4  per  cent), 
Cream  Silk  (9  per  cent),  Revlon  Flex  (6 
per  cent)  and  Beecham  Perform  (2  per 
cent). 

Competition  within  this  sector  is  much 
higher  than  for  shampoos,  they  point  out, 
with  the  six  leading  brands  accounting  for 
only  39  per  cent  of  the  market. 

Gibbs  claim  that  Cream  Silk  has  a  10 
per  cent  share  of  the  conditioner  market 
and,  in  line  with  the  trend  towards  larger 
more  economical  sizes,  have  recently 
introduced  a  350ml  family  size  pack.  A 
support  budget  of  £'/2m  has  been 
allocated  for  this  year.  In  the  specialist 
sector  the  company  has  also  introduced 
larger  cans  for  Shine  spray-on 
conditioner.  Research,  they  say,  shows 
that  Shine  has  great  potential  appeal  to 
the  young  user.  Shine  comes  in  pre- 
packed display  units  of  12  and  the  150ml 
cans  will  be  price-marked  £0.99.  An 
advertising  campaign  will  break  in  mid- 
Summer  in  specialist  magazines  including 
Hair,  Black  Beauty  and  Hair,  the  1983 
Hairbook,  Root  and  Hair  Flair. 

In  the  second  half  of  1982  Wella 
introduced  the  IQ  range  of  conditioners 
to  complement  the  shampoo  range.  An 
advertising  campaign  continuing  the 
"Perfect  partnership"  theme  linking  the 
shampoo  and  conditioner  will  continue  to 
run  throughout  1983.  The  company  is 
also  in  the  process  of  introducing  a  225ml 
conditioner  in  all  six  varieties. 

Advertising  in  the  women's  Press  and 
trade  and  consumer  promotions  will  also 
be  maintained.  Finally  L'Oreal  at  the  end 
of  1982  introduced  Elseve  Balsam 
intensive  treatment  conditioner  (125ml 
tube,  £1.39). 


major  women's  magazines.  During  the 
launch  period  banded  packs  of  the 
"between  wash"  conditioner  are  available 
with  a  free  23ml  vial  of  silk  rinse. 

In  all  af'/iin  promotion  budget  has 
been  allocated  for  the  Vitapointe  range 
this  year  and  a  "steady  stream"  of 
activity  is  promised.  Ashe  Laboratories 
Ltd,  Ashtree  Works,  Kingston  Road, 
Leatherhead,  Surrey  KT22  7JZ. 


Addis  have  added  a  range  of  six 
conditioners  to  the  Just  Natural 
haircare  range  available  in  two  sizes, 
125ml  (£0. 75)  and  200ml  (£1.05).  Addis 
Ltd.  Ware  Road.  Hertford 


Hairsprays 


Estimates  as  to  the  retail  value  of  this 
market  vary  from  £67. 7m  to  £75m,  but  all 
concerned  agree  it  is  the  second  most 
important  haircare  market,  after 
shampoos,  dominated  by  five  or  six 
brands.  The  Mintel  report  notes  a  three 
per  cent  drop  in  the  year  on  year  figures 
for  1981-82  but  it  is  now  widely  believed 
that  sales  are  levelling  off  —  all  thanks  to 
the  contemporary  fashion  needs. 

The  product  line-up,  say  Mintel,  is 
Sunsilk  20  per  cent  (Beecham  say  22  per 
cent),  Harmony  17  per  cent  (18  per  cent 
according  to  Beecham),  Beecham 
Silvikrin  15  per  cent  (17  per  cent)  and 
Bristows  7'/2  per  cent  (8  per  cent), 
Supersoft  from  Reckitt  8  per  cent  (12  per 
cent)  and  L'Oreal's  Elnett  6  per  cent. 

While  research  shows  that  two  thirds 
of  all  users  are  over  the  age  of  35,  Wella 
see  the  possibility  of  further  market 
developments  within  the  younger  sector 
and  have  introduced  a  new  hairspray  in 


both  normal  and  extra  hold  which,  they 
say,  caters  for  both  the  conventional 
hairstyles  and  the  new  generation  of  gel 
"looks".  In  three  sizes,  125ml  (£1.16), 
200ml  (£1 .69)  and  300ml  (£2.09)  the 
hairspray  comes  in  outers  of  six.  A  shelf 
dispenser  is  available  to  hold  24  units. 
Packaging  is  burgundy  and  cream. 

Elida  Gibbs  agree  there  is  a  renewed 
interest  in  hairsprays  —  good  news  for 
them  since  they  dominate  the  market  wit 
a  hefty  40  per  cent  slice  in  the  shape  of 
Sunsilk  and  Harmony  hairsprays. 
"Aggressive  support"  is  promised  for 
both  brands  in  the  forthcoming  year. 
L'Oreal  are  supporting  Elnett  hairspray 
with  a  women's  Press  advertising 
campaign.  A  150g  size  of  Elnett  is 
currently  selling  at  £0.89-£0.95  —  the 
usual  price  for  the  95g  size. 
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Clairol  rule  in 
colourants  market 


Nice  'n  Easy  has  been  repackaged  and  now  contains  an  improved  conditioner  — 
conditioner  plus  —  "specifically  designed  to  work  on  colour  treated  hair. "  The 
conditioning  benefits  now  lasts  through  two  to  three  washes  says  Clairol.  Five  new 
shade  choices  are  available  —  natural  soft  blonde,  burnished  bronze,  vibrant 
burgundy,  natural  velvet  brown  and  natural  golden  brown.  An  £850,000  women's 
Press  campaign  will  run  from  July  through  to  February.  New  Nice  'n  Easy  will  be 
available  to  stockists  from  June  1 


In  a  market  again  influenced  by  fashion 
—  and  particularly  the  teenage  sector  — 
volume  growth  has  occurred  over  the  past 
few  years  despite  the  recession,  reports 
Mintel.  They  estimate  the  1982  market 
saw  a  three  per  cent  increase  on  1981  and 
was  worth  £40m  with  the  three  sectors 
breaking  down  into  a  68  per  cent  share  for 
permanents,  25  per  cent  for  semi- 
permanents  and  the  remaining  7  per  cent 
made  over  to  bleaches  and  lighteners. 

In  recent  years  the  trend  has  been 
towards  permanents  but  the  advent  of 
Glints  can  only  boost  the  semi-permanent 
sector,  the  report  comments. 

According  to  Mintel,  Clairol  hold  one 
third  of  the  market  with  Nice  'n  Easy  (23 
per  cent)  and  Loving  Care.  Harmony, 
they  say,  leads  the  semi-permanent  sector 
and  is  second  overall  with  16  per  cent  and 
L'Oreal,  with  Recital  and  Belle  Color, 
holds  third  place.  Clairol  agree  the  sales 
of  home  hair  colourants  are  booming  and 
are  confident  they  will  obtain  an  even 
stronger  market  foothold  with  the  Nice  'n 
Easy  relaunch. 

However  the  company  points  out  that 
75  per  cent  of  women  are  still  uninformed 
and  hesitant  about  using  colourants.  To 


help  overcome  this,  Clairol  are  from  June 
hoping  to  cover  1 ,500-2,000  outlets  in  the 
first  year  with  100  colour  computers. 

Called  Colourscopes,  these  are 
programmed  to  give  hair  colour 
counselling  in-store.  The  consumer 
programmes  in  her  own  natural  hair 
colour,  the  colour  she  would  like  to  be, 
the  condition  of  her  hair  and  her  age 
group.  The  computer,  fed  with  over 
19,000  permutations,  then  suggests  a 
Clairol  brand. 

In  the  semi-permanent  sector  Glints 
has  caused  quite  a  stir.  Aimed  at  the  1 5-24 


age  group,  it  is  claimed  to  have  captured  a 
—  6  per  cent  share  of  the  hair  colourant 
market  in  its  first  six  months.  And  in 
April  a  new  colour,  coral,  was  introduced 
—  a  major  part  of  the  Glints  marketing 
strategy  is  to  keep  the  range  "constantly 
in  step  with  the  latest  fashion." 

A  £1 .  lm  television  and  women's  Press 
advertising  campaign  is  scheduled  to  run 
throughout  the  year. 
Gihbs  agree  with  the  positioning  of 
Harmony  and  describe  it  as  "one  of  their 
most  successful  brands."  They  claim, 

Continued  overleaf 


%r  hair  and body. . . 

IBRANT COLOURS,  GLITTERS, 
FLUORESCENTS  AND  GELS 


HE  NEW 


RANGE 


This  exciting  up-to-the-minute  range,  accurately 
aimed  at  the  expanding  youth  market  matches  disco  demand 


ITASY  VIVID  COLOUR  SPRAYS 

he  hair  Shampoos  easily  out  of  normal 
Contains  inbuilt  set  and  conditioner, 
ibmes  with  existing  hair  colour.  For  full 
irtial  coverage  In  a  range  of  six  vibrant 
urs 

ITASY  GALACTIC  GLITTER 
AYS 

lairand  skin  Easily  washable.  Ideal  for 
lal  effects,  flashes,  patterns,  or  total 
cover  In  gold, 
silver,  multi-colour, 
red,  blue  and 
green. 


FANTASY  GALACTIC  GLITTER  GELS 

For  hair  and  body  Easily  washable  Large 
metallic  flakes  makes  them  scintillating  for 
special  effects,  streaks  and  controlled 
shapes  In  gold,  silver,  multi-colour,  red, 
blue  and  green 

FANTASY  FLUORESCENT  COSMIC 
COLOR SPRAYS 

For  hair  and  skin  Easily  washable  Very 
effective  on  any  hair  colour  Ideal  for  special 
effects,  flashes,  patterns  or  total  cover  In  a 
comprehensive  range  of  glowing  colours. 
FANTASY  FLUORESCENT  COSMIC 
COLOR GELS 

For  the  hair  Easily  washable  Very  effective 
on  any  hair  colour  Ideal  for  special  effects, 
tips  and  streaks  In  a  range  of  nine 
G-L-O-W-l-N-G  colours. 

FANTASY  WAVE  SET  GEL 

Contains  a  really  firm  setting  gel  to  help 
create  the  latest  fantasy  hair  styles 
FANTASY  WET  LOOK  GEL 
A  new,  improved  formulation  containing 
generous  quantities  of  softening  and 
sheening  agents  for  the  wet  look  styles  so 
popular  today 


The  Cosmic  Color  Gels  and  Galactic  Glitter  Gels  are  both  available 
in  ONE  DOZ  DISPLA  Y  OU  TERS.  either  mixed  or  single  colours 


Created  ano  marketed  by 

DHL  PRODUCTS  LTD.  (Dept  CD) 

NEW  STREET,  IDLE,  BRADFORD  BD1 0  9RN 

Telephone  Bradford  (0274)  61 251 2 
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Colourants 

Continued  from  previous  page 

however,  that  it  accounts  for  25  per  cent 
of  all  colourant  sales.  To  maintain 
momentum  the  company  has  raised  its 
advertising  budget  for  1983  by  40  per  cent 
—  it  now  stands  at  £700,000. 

To  educate  both  the  consumer  and 
trade  the  company  has  also  produced  a 
video  —  "Colour  your  world"  —  which 
covers  all  aspects  of  colouring  hair  at 
home.  (Enquiries  concerning  hiring  or 
purchase  should  be  made  to  Infoplan  Ltd, 
The  Cloisters,  Salem  Road,  London  W2 
4BU).  In  the  permanent  sector  Elida  are 
currently  running  special  promotional 
packs  of  Wood  Nymph  blonde  containing 
25p-off-next-purchase  coupons. 
L'Oreal  say  Recital  has  "out  performed 
all  other  colourant  brands  on  the  market" 
holding  joint  position  with  Nice  'n  Easy 
and  an  18.5  per  cent  sterling  share  of  the 
permanent  sector.  While  a  national 
television  campaign  has  just  finished 
selected  regional  bursts  and  more  national 
advertising  is  planned  for  later  in  the  year. 


Since  relaunching  in  July  1982  Belle 
Color  has  achieved  70  per  cent  growth, 
claim  L'Oreal,  putting  it  third  in  the 
permanent  sector.  Rich  burgundy  brown 
—  introduced  at  relaunch  —  is  now  one  of 
the  most  successful  shades  in  the  range, 
they  say.  Advertising  will  continue  to  run 
throughout  the  year  in  Woman 's  Realm, 
Woman's  Own,  Woman,  Woman's 
Weekly,  Family  Circle,  Options,  Woman 
&  Home  and  My  Weekly. 
Gillette  will  be  supporting  Casual  — 


claimed  to  have  a  7.5  per  cent  share  of  the 
permanent  sector  —  with  Press 
advertising  and  consumer  promotions. 
The  latter  will  include  a  free  styling  leaflet 
in-pack  and  the  introduction  of  a 
consumer  hair  colour  testing  service. 
Wella  say  the  relaunch  of  Colour 
Confidence  (C&D,  January  1,  1982) 
increases  their  brandshare  in  the 
permanent  sector  to  10  per  cent  and  have 
consumer  Press  advertising  and 
promotions  planned  to  run  throughout 
the  year.  Wella  say  the  market  was  worth 
£35m  in  1982  with  permanents,  semi- 
permanents  and  colour  restorers  having 
59  per  cent,  23  per  cent  and  3  per  cent 
shares  respectively.  The  other  15  per  cent 
is  accounted  for  by  bleaches  /  lighteners 
(  8  per  cent  and  temporaries  (7  per  cent). 


Setting  lotions 

A  small  market  estimated  by  Mintel  to  be 
worth  £10m  at  rsp,  it  is  a  sector  that 
appears  to  be  getting  a  new  lease  of  life  in 
the  form  of  setting  gel  and  styling  mousse. 

In  the  traditional  market,  catering 
mainly  for  the  over  45  age  group,  Elida 
have  a  20  per  cent  slice  thanks  to  Sunsilk 
(15  per  cent)  and  Harmony,  Wella  16  per 
cent  and  Beechams  Amami  15  per  cent. 
The  market,  say  Mintel,  is  declining  at  the 
rate  of  7  per  cent  per  annum  due  to  the 
upsurge  in  popularity  of  conditioners. 

Dictates  of  fashion  have  however  seen 


an  upsurge  in  setting  gels.  Wella,  French 
&  Scott,  Original  Additions  and  Bellair 
have  all  recently  launched  gels.  French  & 
Scott  also  say  they  have  plans  afoot  to 
launch  a  styling  mousse  in  aerosol  form  in 
the  near  future. 

Already  launched  into  this  sector  are 
Insette  (120g,  £1.65),  and  L'Oreal's  Free 
Style  (45ml,  £0.89-99;  75ml,  £1 .29-39). 
For  the  latter  a  women's  Press  campaign 
is  currently  running  while  Insette  is  to  be 
supported  by  intermittent  television 
advertising  throughout  the  year. 
Merchandisers  for  both  products  are 
available. 


Natural  Herbal  Ingredients 


Can  Banfi  help  you, too? 


Natural  Herbal  Ingredients 


We've  asked  exactly  this  question  in 
our  extensive  national  advertising  for 
the  Banfi  range. 

So  far,  almost  six  million  bottles  of  Banfi 
have  been  sold  worldwide. 
Which  means  that  a  lot  of 
consumers  believe  that 
only  Banfi  can  help 
their  particular  hair 
problem. 
It's  an  expensive 
product -£22  a 
bottle -yet  having 
tried  it  once,  people 
flock  to  buy  more. 
Why?  Because  its  unique 
blend  of  rare  herbs  is  not  only 
100%  natural:  it  also  works. 
It  certainly  worked  for 
Self  ridges.  During  a  4  week  promotion  in 
February  and  early  March  this  year, 


Selfridges  sold  more  than  £50,000- 
worth  of  Banfi  products  at  retail  prices. 

Naturally  enough,  Selfridges  were 
delighted.  And  you  will  be  too  when  you 
see  the  sales  results  that  Banfi  can  deliver 
for  you. 

For  details  of  how  you  can  stock, 
display  and  sell  the  Banfi  range,  please 
get  in  touch.  Our  telephone  number  is 
01-4866542,or  write  to 
Banfi,  37a  Duke  Street, 
London  Wl  A  2JW. 


■   ■  BANF)  HUNGARIAN 
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BANFI.  It  works. 
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A  25  per  cent  increase  for  the  home  perm 
market  to  £18m  is  recorded  by  Mintel  due 
to  the  fashion  for  very  curly  styles,  high 
salon  costs  and  the  advent  of  soft  perms, 
which  now  account  for  half  the  market 
value  and  25  per  cent  of  the  volume. 
Gillette's  Toni,  Silkwaves  and  Lightwaves 
make  up  half  the  market  (Gillette  credit 
themselves  with  a  30  per  cent  share  of  a 
£12m  market). 

Elida  who  value  the  market  even  lower 
at  only  £10m  say  Pin  Up  is  brand  leader 
"despite  the  introduction  over  the  past 
few  years  of  a  number  of  'soft'  perms." 
Sales  are  looking  bouyant,  they  say,  as 
traditional  perms  regain  popularity. 

The  company  claims  a  28  per  cent 
share  of  the  market  with  Pin  Up  (23  per 
cent)  and  Twink.  Promotional  packs  of 
Pin  Up  are  currently  available.  Packs  of 
the  full  head  variant  will  include  a  free 
perming  comb. 

An  in-store  promotion  offering  a  50p 
refund  is  currently  running  on  Velvet  and 
a  national  television  campaign  is  currently 
running.  A  women's  Press  campaign  runs 
until  June.  L'Oreal  say  Velvet  has  a  1 5  per 


cent  share  of  the  home  perm  market. 

Within  the  year  of  its  launch,  Poly 
Foam  shot  into  brand  leadership  position 
in  the  £20  million  home  perm  market,  say 
Warner-Lambert,  gaining  a  23  per  cent 
share  in  November  /  December.  Poly 
Foam  is  the  first  aerosol  foam  perm  for 
home  use  to  be  marketed  in  the  UK. 

30pc  value  growth 

The  home  perm  market  has  grown  in 
value  by  30  per  cent  in  the  last  12  months, 
they  say,  with  traditional,  as  opposed  to 
soft,  perms  the  dominant  force  having 
over  80  per  cent  of  the  market.  Warner- 
Lambert  believe  this  success  is  because 
perms  give  better,  longer-lasting  results 
than  ammonia-free  soft  perms. 

Warner-Lambert  are  also  predicting 
success  for  the  relaunched  range  of  Poly 
hair  colourants  and  lighteners.  A 
£750,000  television  and  women's  Press 
advertising  campaign  begins  this  month. 
It  highlights  Polytint  as  the  leading 
permanent  colourant  for  100  per  cent  grey 
hair  coverage,  and  seeks  to  remove  any 
confusion  which  may  exist  about  the 
difference  between  Polytint  and 
Polycolour.  The  women's  Press  campaign 
emphasises  Polycolour  as  a  fashionable, 
protein-based  shampoo-in  product. 


£1.5m  push  for 
Clairol  appliances 

An  advertising  and  support  budget  of 
£1.5  million  has  been  allocated  by  Clairol 
for  their  push  in  the  electrical  appliances 
market.  Following  on  from  the  recent 
relaunch  of  Caresetter  heated  rollers  — 
with  a  television  advertising  campaign  in 
the  Granada  region  —  and  the  launch  of  a 
new  travel  hairdryer,  the  Travel  Turbo 
MT-1,  (C&D  April  23,  p719)  the  company 
has  now  announced  further  plans. 

The  Clairol  1200  hairdryer  is  claimed 
to  be  the  best  selling  hairdryer  ever  with 
over  one  million  units  sold  since  launch  in 
1977.  Joining  this  now  is  an  improved 
version  —  the  Clairol  1200  professional 
(£14.95). 

Coming  in  a  green  and  black  livery  the 
dryer  includes  as  additional  features  two 
heat/speed  settings,  a  filter,  an  extra  long 
lead  and  a  styling  nozzle.  With  a  two  year 
guarantee  the  1200  Professional  will  be 
advertised  in  the  second  half  of  1983. 

To  combat  the  trend  towards  short 
hair  the  company  is  also  introducing  the 
Flexibrush  Slim,  a  narrow  barrelled  stying 
brush  (£7.95)  which  is  claimed  to  produce 
longer-lasting,  tighter  curls.  There  are  five 
rows  of  bristles  and  an  automatic  curl 
release  mechanism. 

Other  new  products  are  Carebrush 


and  Carecurl,  a  styling  brush  and  wand 
(£10.95  and  £9.95  respectively)  both  with 
brown  flocked  lining  to  protect  the  hair 
and  a  beige  handle.  Women's  Press 
advertising  campaigns  will  support  the 
1 200  professional,  the  Carebrush  and 
Carecurl  and  there  will  also  be  in-store 
demonstrations.  All  products  will  be 
available  from  the  end  of  June.  Clairol 
Appliances,  Station  Road,  Langley, 
Slough  SL3  6EB. 


A  mixed  display  outer  holding  eight 
Grecian  lotion,  two  Grecian  creme  and 
two  Lady  Grecian  is  available  during 
May  and  June  with  a  7 '/?  per  cent 
discount.  Combe  estimate  the  hair 
colour  restoratives  market  is  worth 
over  £2m  at  rsp  and  say  Grecian  2000 
has  over  50  per  cent  market  share  due 
to  consistent  consumer  advertising. 
Distributors  are  Nicholas  Laboratories, 
225  Bath  Road,  Slough,  Berks 


Hair  fashions  for  the 
modern  miss 

Laughtons  are  relaunching  the  Miss  Jayne 
hair  fashion  range  which  has  been 
available  as  part  of  the  Lady  Jayne  range 
since  1974.  According  to  Jack  Moss,  sales 
manager,  "We  have  seen  considerable 
growth  from  this  particular  sector,  and 
with  the  growing  sophistication  and 
awareness  of  the  younger  generation  to 
fashions,  we  felt  it  right  to  launch  a  range 
specially  for  this  sector." 

The  range,  comprising  25-30  hair 
decorations  (£0.35-£0.99),  will  be 
reviewed  on  a  regular  basis.  Bright 
modern  packaging  will  feature  six  cartoon 
characters. 

Two  new  units  together  will  carry  the 


range  of  28  items.  The  Miss  Jayne  display 
unit  (trade,  £58.22)  can  be  free-standing 
or  wall-mounted,  while  the  Miss  Jayne 
spinner  stand  (trade,  £15.49)  is  a  free- 
standing unit  carrying  a  selective  range  of 
clips,  pony  tailers,  hair  slides  and  novelty 
grips.  Laughton  and  Sons  Ltd,  Warstock 
Road,  Birmingham. 

Ravina  additions 

Many  new  additions  have  been  made  to 
the  Celeste  range  in  a  variety  of  summery, 
pastel  colours. 

Existing  display  stands  will  be  adapted 
to  accomodate  the  new  items. 

Ravina  have  also  launched  some 
material  display  additions.  One,  a  free 
standing  wall  unit,  holds  a  "balanced 
selection"  of  items  while  Ravina  are 
offering  a  modular  wall  unit  basis  to  all 
retailers  refitting  their  shops,  subject  to 
prior  agreement.  The  company  is  offering 
to  pay  part  or  the  full  cost  of  an  area 
equivalent  to  this  wall  unit 
(approximately  two  square  metres). 
Ra  vina  Ltd,  3  Barton  Road,  Bletchley, 
Milton  Keynes. 
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FHH  SCOTTISH  RETAIL  CHEMISTS  EXHIBITION 

The  McLellan  Galleries.  Sauchlehall  St,  Glasgow  10-12  July  1983. 


INFORMATION  and  ADMISSION  TICKETS  from: 

TRADES  EXHIBITIONS  LTD,  Exhibition  House,  Spring  St,  London  W2  3RB.  Tel:  01-262  2886. 
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FUJIFIL 


product 
...in  promotion 
...in  presentation 
...in  prof  it 

...means a  much 
brighter  picture  for  your 

colour  film  sales  this 

season 
fujifiu^ ...in product!  ^ 

After  years  of  research  Fuji  have  created 
a  real  breakthrough  in  film  emulsion 
technology.  mt^^- 
lew  FujicolorHR- ^.  ^ 
High  Resolution 


film  is  the  sharpest,  brightest,  most 
true-to-life  colour  film  ever  developed 
Available  now  in  both  100  and  400 
ASA  speeds,  Fujicolor  HR  comes  in 
all  popular  sizes  including  135,  110, 
126,  120  and  the  new  Disc  Format! 


...in 

presentation 


A  choice  of  three  smart,  customer-  catching 
merchandising  packs  is  available:  a  mixed  40  pack  display 
a  mixed  86  pack  display  and  a  special  counter  Disc 
Display.  All  of  them  give  you  maximum  opportunity  for 
impulse  sales  using  the  minimum  of  space. 


•  •  •  111 

promotion! 


'...in  profit 


A  fabulous  £%-million  TV  campaign  for  the  new  film  runs 
right  through  from  June  13th  to  July  11th  on  every  station! 

**w  The  30-  second  film  features  a 
breathtaking  demonstration 
of  Fujicolor  realism  where  a 
water  skier  'crashes' 
through  a  lifelike,  lifesize 
Fujicolor  photo  of  a  boat. 
To  add  even  more  impact, 
we're  backing  up  the  TV 
campaign  with  giant  20  foot 
posters  in  every  major 
urban  area. 


838 


Fuji  is  a  major  world-brand  wi 
niversal  consumer  appeal. 
Few  other  products  combine 
such  effective  presentation  with 
such  heavyweight  promotion.  Nom 
offer  the  added  advantage  of  high  profit  margins,  too! 

PLACE  YOUR  ORDER  FOR  DIRECT  DELIVERY  FROIV 
ANY  OF  THE  FOLLOWING  FUJI  FILM  DISTRIBUTOR 

Ashe  Laboratories  Ltd 

Ashetree  Works,  Kingston  Road, 
Leatherhead,  Surrey  KT22  7JZ. 
Tel  037  23  76151. 
Vestric  Ltd 

Stonefield  Way,  Ruislip, 
Middlesex  HA4  OPR. 
Tel  01  -845  2323. 


Sangers  Photographic 

Priory  House, 
Hockley  Industrial  Estate, 
Pitsford  Street,  Birmingham  B18  6LX, 
West  Midlands.  Tel  021  -523  4471 . 
Unichem  Ltd 
Crown  House,  Morden, 
Surrey.  Tel  01 -542  8522. 


HIGH  RESOLUTION 

FUJICOLOR 

HR100/HR400 


Official  Film  of 
the  Los  Angeles 
1984  Olympics 
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HISTORY  OF  PHARMACY  
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The  Crown  and  Anchor 
and  the  Arts  and  Sciences 


The  Crown  and  Anchor  Tavern,  where 
some  of  the  meetings  which  led  to  the 
formation  of  the  Pharmaceutical  Society 
were  held,  was  the  topic  of  the 
Foundation  Lecture  of  the  British  Society 
for  the  History  of  Pharmacy  given 
recently  by  Dr  T.W.  Whittet.  It  is  not 
generally  known  that  it  was  the  venue  of 
many  meetings  and  other  functions 
concerned  with  the  arts  and  sciences, 
especially  with  pharmacy  and  medicine. 

An  engraving  dated  1753  shows  the 
tavern  sign  hanging  from  house  no  188  on 
the  corner  of  Arundel  Street  and  the 
Strand.  Horwood's  plan  of  1799  shows 
the  tavern  situated  behind  the  houses  on 
the  south  side  of  the  Strand.  The  original 
tavern  was  demolished  and  rebuilt  in  1790 
and  between  1799  and  1807  was  extended 
through  to  Milford  House,  so  it  was 
obviously  a  very  large  building.  A  great 
banquet  given  to  Charles  James  Fox  in 


1798  with  the  Duke  of  Norfolk  in  the 
chair,  was  said  to  have  been  attended  by 
no  fewer  than  2,000  people.  Dr  Johnson 
was  a  frequent  visitor  to  the  tavern. 

Many  political  meetings  were  held  in 
the  tavern  which  has  been  called  the 
rallying  point  for  Westminster  electors.  In 
1792  John  Reeves  founded  the  Crown  and 
Anchor  Society,  often  known  as  the 
Crown  and  Anchor  Association  —  its  aim 
"preserving  liberty  and  property  against 
republicans  and  levellers." 

Other  clubs  having  associations  with 
the  tavern  included:  the  King  of  Clubs 
founded  in  1801  by  Robert  "Bobus" 
Smith,  which  had  a  large  Parliamentary 
membership;  the  Constitutional  Society 
founded  in  April  1780;  the  Athenian 
Club,  "a  society  of  gentlemen,  men  of 
great  fortune,  Members  of  Parliament, 
rich  city  merchants,  philosophers  and 
men  of  literature  who  met  for  dinner  and 


conversation,"  and  the  Western  Circuit 
Club  of  which  William  Pitt  the  Younger 
was  a  member. 

Musical  associations 

The  Crown  and  Anchor  had  several 
associations  with  music  including  the 
Society  of  Musicians,  founded  there  in 
1738.  Arne,  Boyce  and  Handel  were 
founder  members.  The  Society  received  a 
Royal  charter  in  1790  and  is  still  active. 
The  Anacreontic  Society,  begun  in  1790 
by  merchants  and  bankers,  and  met 
fortnightly  for  music  and  supper.  Hadyn 
was  a  guest  in  1791  but  the  Society  ended 
in  1794. 

Promenade  concerts  were  held  at  the 
Crown  and  Anchor  as  long  ago  as  1839. 
They  were  described  as  "Promenade 
Concerts  a  la  Valentine"  and  conducted 
by  a  member  of  the  Philharmonic 
Orchestra. 

In  the  latter  part  of  the  18th  century  as 
apothecaries  began  to  devote  more  of 
their  time  to  the  practice  of  medicine, 
more  and  more  of  pharmaceutical 
practice  began  to  be  taken  over  by 

Continued  on  p840 


When  the  pollen  count  is  high... 


You  can  count  on 


Haymine  is  the  one  treatment  to  give  day-long 
relief  with  the  effective  linear  release  process 
and  the  added  advantage  of  ephedrine 
which  combats  drowsiness  usually 
associated  with  antihistamines. 


Haymine  - 

recommend  it  with  confidence. 


fll^H^^^  '  '    "  '~  '  1  V  1  I  1  UL  I  1 1  Lm  IUc 

Day-long  relief  from  hayfever 
with  less  drowsiness 

Pharmax  an  established  name  in  prescription  medicines  and  O.T.C.  Healthcare  Products 


PHARMAX  LIMITED  ■  BEXLEY  •  KENT  •  DA5  1NX 
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History  of  Pharmacy  continued  from  p839 

Tea  parties  and  the 
start  of  the  PSGB 

chemists  and  druggists.  The  apothecaries, 
in  the  words  of  J.M.  Good,  FRS,  became 
concerned  about  "the  encroachment 
which  chemists  and  druggists  have,  of 
late,  made  on  the  profession  of 
apothecary,  by  vending  pharmaceutical 
preparations  and  compounding  the 
prescriptions  of  physicians." 

To  counteract  that  trend  he  called  a 
general  meeting  of  apothecaries  at  the 
Crown  and  Anchor  at  which  about  200 
practitioners  attended.  They  formed  the 
General  Pharmaceutical  Association  of 
Great  Britain  (Pharmaceutic  is  sometimes 
used  in  the  title  instead  of 
pharmaceutical)  and  appointed  a 
committee  of  20  which  was  to  meet  in  the 
the  Buffalo  Tavern,  Bloomsbury  Square. 
Another  general  meeting  was  held  in  the 
Crown  and  Anchor  on  July  31,  1794. 

In  1795  the  association  petitioned 
Parliament  to  set  up  a  General 
Pharmaceutical  Court.  Nothing  appears 
to  have  come  of  the  petition  and  the 
association  fell  apart. 

In  1802  the  apothecaries  and  chemists 
and  druggists  joined  in  protest  against  the 
Medicine  Act  of  that  year  which  extended 
the  duties  to  many  remedies  and  articles  in 
common  use.  A  meeting  was  held  in  the 
Crown  and  Anchor  to  co-ordinate 
protests  against  the  Act.  While  the  Act 
was  not  totally  repealed  many 
modifications  were  secured  which 
removed  the  chief  objections. 

In  1812  a  government  enactment 
"excessively  increased  the  price  of  glass" 
and,  at  a  meeting  convened  on  July  3  at 
the  Crown  and  Anchor  by  apothecary 
George  Mann  Burrowes,  a  body  called  the 
Associated  Apothecaries  and  Surgeon 
Apothecaries  of  England  and  Wales  was 
formed.  Further  meetings  in  the  tavern 
led  to  a  draft  Bill  which  eventually 
became  the  Apothcaries  Act  of  1 8 1 5 . 

Beginnings  of  the  BMA 

Thomas  Wakley,  first  editor  of  the 
Lancet,  convened  the  inaugural  meeting 
of  the  London  College  of  Medicine  at  the 
Crown  and  Anchor  on  May  5,  1831. 
However,  enthusiasm  for  the  College 
waned  but  Wakley  sponsored  the 
formation  of  a  British  Medical 
Association.  That  body  must  be 
distinguished  from  the  present  association 
which  developed  from  the  Provincial 
Medical  and  Surgical  Association, 
founded  by  Charles  Hastings  in 
Worcester  in  1832.  Wakley  at  first 
favoured  that  association  but  objected  to 
the  word  "Provincial"  in  the  title.  By 
1836  he  was  convinced  that  it  was  not 
sufficiently  democratic  and  he  hoped  his 
new  body  would  have  nationwide  appeal. 
It  does  not  appear  to  have  done  so.  In 
1855  the  "Provincial"  body  changed  its 
name  to  the  British  Medical  Association 
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and  became  the  co-ordinating  body  for 
the  profession. 

A  Parliamentary  Bill  in  1841  would 
have  placed  chemists  and  druggists  under 
the  jurisdiction  of  a  body  on  which  they 
were  not  to  be  represented  and  in  the 
election  of  which  apothecaries  would  have 
the  largest  number  of  votes.  A  circular 
supported  by  28  pharmaceutical  firms  was 
issued  and  a  meeting  convened  at  the 
Crown  and  Anchor  on  Febraury  15. 
Those  present  included  chemists  and 
druggists  and  apothecaries  still  practising 
pharmacy.  They  proposed  the  formation 
of  a  society. 

. . .  and  the  Pharmaceutical  Society 

Following  a  series  of  meetings  and  a 
"pharmaceutical  tea  party"  held  at  the 
house  of  Jacob  Bell  another  meeting  was 
arranged  at  the  Crown  and  Anchor  on 
April  15,  1841.  Among  the  resolutions 
passed  was  the  following  proposed  by 
William  Allen,  FRS,  and  seconded  by  J. 
Bell:  "That  for  the  purpose  of  protecting 
the  permanent  interests  and  increasing  the 
respectability  of  chemists  and  druggists, 
an  association  be  now  formed  under  the 
title  of  the  Pharmaceutical  Society  of 
Great  Britian."  A  series  of  meetings  were 
held  at  the  Crown  and  Anchor  including 
the  first  anniversary  meeting  on  May  17, 
1842. 

In  1845  a  Bill  would  have  prevented 
anyone  practising  as  an  apothecary  unless 
he  was  registered  by  a  Council  of  Health. 
Again  a  protest  meeting  was  held  at  the 
Crown  and  Anchor  on  June  2  which  led  to 
exemptions  for  chemists  and  druggists. 
The  Bill  was  eventually  abandoned.  That 
was  probably  the  last  pharmaceutical 
meeting  held  at  the  Crown  and  Anchor  as 
the  Society  had  acquired  its  headquarters 


in  Bloomsbury  Square  in  1842. 

One  of  the  earliest  medical  societies  to 
meet  at  the  Crown  and  Anchor  was  the 
Society  of  Licentiate  Physicians  founded 
in  1764.  Its  members  met  once  a  fortnight 
at  Old  Slaughter's  Coffee  House  to  con- 
verse about  the  prevailing  diseases,  and 
once  a  quarter,  dined  at  the  Crown  and 
Anchor.  The  Friendly  Medical  Society  of 
the  Society  of  Apothecaries  was  mainly  a 
dining  club.  It  met  in  the  Crown  and 
Anchor  in  1784  and  several  times  between 
then  and  1792  when  it  became  the  most 
frequent  venue.  The  bill  for  24  people 
dining  in  October  1784  was  £11 .25. 

There  was  a  grand  dinner  of  the 
Society  of  Apothecaries  at  the  tavern  in 
1834  and  on  May  17,  1803,  the  Jennerian 
Society  marked  Edward  Jenner's  54th 
birthday  with  a  celebration  at  the  Crown 
and  Anchor  when  300  people  attended. 

Among  the  other  societies  having 
connections  with  the  Crown  and  Anchor 
were:  The  Royal  Society  Club  which  met 
there  from  1746  until  1842;  the  Geological 
Society  of  London  held  anniversary 
dinners  there  and  the  Society  of  Civil 
Engineers  met  regularly  during 
parliamentary  sessions  from  1794  until 
1 823.  The  Botanical  Society  of  London 
was  formed  at  a  meeting  there  in  1836. 

In  1846  Douglas  Jerrold  founded  the 
Whittington  Club  at  the  tavern  and  in  the 
following  year  the  whole  building  was 
taken  over  by  the  Club.  In  1854  the 
building  was  destroyed  by  fire  bringing  id 
an  end  a  remarkable  series  of  events, 
several  of  which  were  of  great  significance 
in  medicine  and  pharmacy. 

Hospitality  was  provided  by  E.R. 
Squibb  and  Sons  Ltd  who  have  sponsorec 
these  lectures  since  their  inception. 


President  talks  of 
POMs  to  Ps 

Merrell  Pharmaceuticals'  antihistamine 
Triludan  was  mentioned  last  week  as  one 
of  the  POM  medicines  that  could  safely 
be  released  for  counter  prescribing  by  the 
pharmacist  —  and  the  suggestion  came 
from  the  president 
of  the  Pharma- 
ceutical Society,  Mr 
W.H.  Howarth. 

The  occasion 
was  a  reception  and 
dinner  held  at  the 
Society's  head- 
quarters to  mark 
presentation  of  a 
wet  drug  jar  to  the 
winner  of  a 
competition  in 
Merrell's  "Heritage 
of  Pharmacy" 
programme.  Mr 
Howarth  referred  to 
a  recent  trip  to  the 
USA  where  he  had 
been  surprised  at 
the  range  of 
medicines  that  could 


be  sold  to  the  public  —  and  been  impressed 
by  the  good  relationship  between  the 
industry  and  the  pharmacist.  He  compli- 
mented Merrell  in  the  UK  on  the  efforts 
they  had  made  to  support  the  pharmacist 

The  president  was  responding  to  Mr 
T.R.  Irwin,  Merrell  managing  director, 
who  had  forecast  an  ever-increasing  area 
of  P  medicines  and  a  stronger  advisory 
role  for  the  pharmacist. 


Mr  T.  Williams,  MPS,  Manchester,  receives  his  drug  jar  prize 
from  the  Society's  president,  Mr  W.H.  Howarth  (left).  Mr  T.R. 
Irwin,  Merrell  Pharmaceuticals  managing  director,  looks  on 
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Nielsen  drug  index  sales 
down  4pc  in  New  Year 

Sales  volume  of  the  39  product  classes  in  the  Nielsen 
drug  index  for  January/February  is  4  percentage  points 
down  on  '82  figures  which  themselves  had  shown  no 
increase  on  the  previous  year. 


Nielsen  statistics  are  published 
regularly  in  C&D.  See  issues  December 
11,  1982,  p1044,  February  5,  p209, 
March  5,  p389  and  March  26,  p542 


Mthough  sale  volume  is  down,  consumer  sales  on  a  sterling 
basis  are  one  per  cent  up  for  January  /  February  this  year 
compared  with  the  same  months  in  1982.  The  '82  sterling  sales 
were  in  fact  2  per  cent  down  on  the  '81  figures  for  the  same 
month.  Thus  it  is  evident  that  retailers  are  taking  less  now  on 
these  product  categories  than  they  were  two  years  ago. 

The  39  product  classes  in  the  Nielsen  drug  index  are: 
acne  preparation;  aftershave  preparations;  bath  preparations; 
cotton  swabs;  denture  cleansers;  denture  fixatives;  external 
deodorants;  first  aid  dressings;  hair  colourants;  hair  colour 
restoratives;  hair  conditioners;  hair  setting  agents;  hand 
preparations;  liquid  antiseptics;  mouth  fresheners;  razor  blades; 
sanitary  towels  and  tampons;  shampoos;  toothbrushes; 
toothpastes;  air  fresheners;  artificial  sweetening  agents;  baby 
rusks;  baby  syrups;  blackcurrant  health  drinks;  cough,  cold  and 
influenza  remedies;  cough/cold,  pastilles  and  lozenges; 
disposable  baby  napkins;  eye  preparations;  indigestion  tablets; 
multivitamins;  nerve  tonics;  oral  analgesics;  oral  lesion 
preparations;  powdered  baby  milks;  slimming  aids;  sprays  and 
drops;  strained  junior  and  instant  baby  foods;  and  vapour  rubs. 

SPRING  has  arrived! 
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Sales  Promotion  Response  by  Identified 
Neighbourhood  Groups  (SPRING)  —  is  a 
new  sales  promotion  analysis  service 
offered  by  Nielsen  Clearing  House  and 
CACI.  The  system  enables  client 
companies  to  define  the  type  of  consumer 
who  took  part  in  their  promotion  and 
plots  the  geographical  pattern  of 
response. 

The  service  provides  classification  of 
consumer  response  by  ACORN  group  and 
type,  television  region  and  postal  area  of 
the  country.  Nielsen  say  this  allows 
SPRING  to  highlight  a  promotion's 
strengths  and  weaknesses  and  provide 
"an  important  aid  to  future  promotion 
planning."  They  claim  it  will  not  add 
significantly  to  the  cost  of  promotions. 

As  Nielsen  process  consumers' 
responses  to  a  particular  promotion,  a 
representative  sample  of  addresses  is 
selected,  with  postcodes  being  added  as 
necessary.  A  list  is  then  sent  to  CACI's 
market  analysis  division  —  who  produce 
the  analysis,  having  allocated  respondents 
to  ACORN  types  by  their  postcodes. 
Nielsen  Clearing  House,  34  Queen 's 
Square,  Corby,  Northants. 
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THE  RETAIL  CHEMIST  EXHIBITION 

The  Cunard  International  Hotel,  London  W.6.  11-13  September  1983. 


INFORMATION  and  ADMISSION  TICKETS  from: 

TRADES  EXHIBITIONS  LTD,  Exhibition  House,  Spring  St,  London  W2  3RB.  Tel:  01-262  2886. 
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BUSINESS  NEWS 


Hardcastle  go  cash  &  carry 
—  small  accounts  dropped 


West  London  wholesalers  James 
Hardcastle  Ltd  have  sold  off  their  stock 
and  goodwill  to  Gleamclean  Ltd  —  a 
company  formed  specifically  for  the 
purchase.  Gleamclean  director  Henry 
Kennedy  told  C&D  they  will  continue  to 
operate  the  business,  but  would  be 
discontinuing  deliveries  and  ending  the 
accounts  of  all  but  about  20  per  cent  of 
their  largest  customers. 

"The  old  Hardcastle's  methods  of 
supply  were  completely  outmoded"  he 


Unichem  forecast 
further  closures 


Further  cutbacks  and  closures  by 
Unichem's  competitors  are  forecast  by 
Unichem  chairman  Norman  Sampson, 
MPS,  in  the  society's  annual  report. 

"This  makes  it  all  the  more  pressing 
for  all  community  pharmacists  who  value 
their  independence,  to  come  into  the  fold 
and  get  the  strength  of  Unichem  around 
them,"  says  Mr  Sampson,  commenting 
that  the  group  is  continuing  to  grow  from 
"strength  to  strength." 

A  recommendation  that  members 
receive  a  2  per  cent  profit  share  on  their 
1982  counter  pack  purchases,  and  an 
additional  1.5  per  cent  on  orders  placed 
through  Pride  or  Prosper,  will  be  put  to 
Unichem's  annual  meeting  in  May.  There 
are  also  plans  for  additional  own  label 
products  and  more  television  support. 

Unichem's  turnover  for  1982  was  up 
3 1  per  cent  at  £285m  (C&D  April  9,  p646). 

The  report  also  shows  over  400  shops 
used  the  Unichem  shopfitting  service,  and 
total  number  with  Prosper  computer 
terminals  is  put  at  around  2,700.  Sales  of 
own-brand  products  exceeded  £7. 5m 
"making  Unichem  very  much  a 
household  name." 


Labour  &  SDP  moves 
to  cut  VAT  defeated 

A  Labour  move  to  cut  the  rate  of  value 
added  tax  by  2  per  cent  has  been  rejected 
by  the  House  of  Commons. 

Mr  Jack  Straw,  MP  for  Blackburn,  in 
proposing  the  reduction  as  an  amendment 
of  the  Finance  Bill,  said  the  cost  of 
implementing  the  cut  would  amount  to 
£1 ,380m  in  a  full  year  —  but  it  would 
reduce  the  retail  price  index  by  one  per 
cent.  "Such  a  reduction  is  a  component  in 
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said.  "With  margins  of  only  10-12  per 
cent,  the  company  was  losing  money  on 
deliveries  to  the  small  chemist." 
Gleamclean  are  shortly  to  change  their 
name  to  James  Hardcastle  Ltd,  and  will 
operate  almost  entirely  on  a  cash-&-carry 
basis,  although  transfer  orders  will  also  be 
taken.  Mr  Conn  —  one  of  the  outgoing 
directors  —  told  C&D  they  had  been 
forced  to  sell  up  as  the  company  was  "no 
longer  viable."  The  old  James  Hardcastle 
served  about  500  customers. 


any  strategy  to  secure  the  sustained 
recovery  in  output  and  employment  that 
our  economy  so  desperately  needs,"  Mr 
Straw  commented. 

An  SDP  proposal  to  cut  the  rate  of 
VAT  to  12.5  per  cent  was  also  rejected  by 
the  House. 

Human  insulin  'fallen 
with  a  thud':  FT 


Human  insulin  has  "fallen  with  a  thud  on 
the  market  place,"  says  a  marketing 
article  in  last  week's  Financial  Times. 

Seven  months  after  its  launch  Eli 
Lilly's  Humulin  has  cornered  less  than  1 
per  cent  of  the  £20m  British  insulin 
market,  and  competitor  Novo  has  picked 
up  only  slightly  more  with  its  brand,  says 
the  article.  The  reasons  given  for  this  are 
the  conservatism  of  the  leading  experts  on 
diabetes  who  lead  prescribing  trends,  and 
the  lack  of  clear  evidence  that  human 
insulin  produces  less  allergic  reactions 
than  the  cheaper  highly  purified  porcine 
insulin. 


Kodak  to  leave 
London  HQ? 

Kodak  are  considering  moving  out  of 
their  London  offices  —  but  a  review  of 
company  needs  stresses  that  no  final 
decision  has  been  reached. 

Mr  Ian  Shepherd,  corporate 
communications  manager,  told  C&D  the 
reasons  for  the  review  are  two-fold:  "We 
had  to  take  note  of  the  rates  burden  which 
has  become  an  increasing  factor  in  terms 
of  cost,"  he  said.  The  High  Holborn 
building  is  the  European  headquarters  of 
Eastman  Kodak,  the  parent  company. 
European  staff  travel  internationally, 
making  difficulty  of  links  with  Heathrow 
another  reason  for  the  review. 


If  the  move  goes  ahead  the  staff  may 
be  relocated  to  other  Kodak  locations  at 
Harrow,  Ruislip,  Fulham  and  Hemel 
Hempstead,  Mr  Shepherd  said. 

64  shop  hours 
prosecutions  per  year 

There  were  88  prosecutions  involving 
shop  hours  legislation  in  England  and 
Wales  in  1981 ,  ten  below  1 976's  recent 
peak.  There  were  55  prosecutions  in  1977, 
63  in  1978,  46  in  1979  and  34  in  1980. 
Home  Office  Under  Secretary  Lord  Elton 
gave  this  information  in  the  House  of 
Lords  last  week,  replying  to  a  question 
from  Baroness  Jeger. 

International  Stores 
return  to  profit 

BAT  Industries  increased  turnover  by  24 
per  cent  to  £1 1,507m  in  1982,  while  pre- 
tax profits  were  up  25  per  cent  at  £856m. 

Within  the  group,  International  Stores 
are  said  to  have  returned  to  trading  profit 
"through  rigorous  cost  control  and 
productivity  improvements."  The  group's 
cosmetics  activities  are  described  as 
showing  an  overall  good  increase  in 
turnover,  but  a  lower  increase  in  trading 
profit. 

BAT  say  Yardley  did  particulary  well 
in  the  UK,  with  a  substantial  increase  in 
profit  coming  from  domestic  operations, 
exports  and  contract  manufacture. 
Lentheric  maintained  share  in  a  declining 
market,  but  both  sales  and  profits  were 
lower,  says  the  company. 

The  UK  as  a  whole  contributed 
£2, 189m  to  total  turnover,  a  19  per  cent 
increase  on  the  previous  year. 

Think  British  to 
enliven  industry 

"Think  British  when  buying"  is  the  call  to 
consumers  and  retailers  from  the  Think 
British  Council. 

The  average  British  household  spends 
about  £96  a  week  on  consumer  goods, 
services,  food  and  drink,  but  about  25  per 
cent  of  these  goods  are  imported,  the 
Council  says.  According  to  the  Council's 
research,  65  per  cent  of  people  would  be 
more  inclined  to  buy  British  products  if 
labelled  with  the  country  of  origin. 

There  are  three  ways  to  join  the 
campaign.  A  contribution  of  £7,500 
entitles  a  company  to  become  a  supporter 
by  contributing  £500  or  more  a  company 
can  join  the  published  list  of  1983  donors, 
and  lastly,  companies  can  (for  a  fee 
calculated  on  a  percentage  of  turnover) 
use  the  Think  British  symbol  to  aid  sales, 
marketing  and  promotion  of  genuinely 
British  products.  Supporting 
organisations  so  far  include  Wilkinson 
Sword  and  Addis.  Further  details  from 
TBC,  Tower  House,  Southampton  Street 
Covent  Garden,  London  WC2E  7EQ. 
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[BC  take  on  plastic 
;ontainers 

nternational  Bottle  Co  —  suppliers  of 
;lass  bottles  to  the  perfumery  and  toiletry 
rades,  are  introducing  a  range  of  plastic 
ilown  containers.  The  plastic  containers 
re  made  by  Carl  August  Heinz,  and  will, 
ay  IBC,  prove  attractive  to 
aanufacturers  seeking  a  high  quality 
ustom-made  plastic  container.  Screen 
irinting  and  gold  hot  stamping  can  be 
arried  out  to  customer  requirements. 

"This  is  a  new  development  for  IBC,' 
aid  John  Smith,  managing  director.  "We 
lave  been  appointed  sole  UK 
epresentatives  by  Carl  August  Heinz  and 
eel  sure  that  their  high  quality  standards 
nd  expertise  have  a  great  deal  to 
ontribute  to  the  market." 

Sov  call  for  fresh  look 
it  consumer  needs 

^  fresh  and  critical  look  at  customer 
equirements  should  be  taken  by  top 
idustrial  management,  said  Lord 
"ockfield  when  launching  the 
jovernment-sponsored  National  Quality 
Campaign  recently. 

Today's  customers  are  interersted  in 
alue  for  money  products,  looking  at 
erformance,  design,  reliability, 
resentation,  delivery  and  cost.  Quality 
nust  be  established,  in  the  sense  of  real 
ommitment  to  satisfying  customers,  he 
tided. 

Two  Government  schemes  to  help 
ritish  companies  improve  and  maintain 
iroduct  quality  have  been  launched.  Over 
pm  a  year  will  support  new  certification 
:hemes  and  the  expansion  of  existing 
rrangements.  Voluntary  national 
ccreditation  of  certification  schemes  will 
pllow. 

The  scheme  is  expected  to  run  for 
3me  years.  It  has  the  support  of  a 
umber  of  non-government 
rganisations,  including  the  British 
tandards  Institution,  the  Design 
ouncil,  and  the  Confederation  of  British 
idustry. 

Microchip  training 
or  management 

.  new  training  package  from  the  National 
omputing  Centre  —  "Profits  from 
licrochips"  —  providing  everything  for 
n  in-company  training  course,  was 
mnched  last  week. 

The  course  is  designed  for  senior 
lanagement  and  aims  to  teach  how  to 
lentify  and  evaluate  applications  for 
licroelectronics,  where  and  how  to 
btain  financial  and  specialised  assistance 
nd  how  to  ensure  successful  integration. 

The  package  (£800)  contains  a 
resentation  guide,  individual  lecture 


session  notes,  tutor  guides,  overhead 
projector  transparencies,  two  video 
programmes,  a  case  study  and  optional 
demonstration  hardware.  The  students 
will  each  have  session  notes  and  an  action 
book  giving  checklists,  guidelines  and 
useful  addresses.  The  course  was 
commissioned  by  the  Department  of 
Industry.  National  Computing  Centre 
Ltd,  Oxford  Road,  Manchester  Ml  7ED. 


Briefly  .  .  . 


■  Johnson  &  Jorgemsen  Ltd  have  moved 
to  Dartford  Industrial  Estate,  Powder 
Mill  Lane,  Dartford,  Kent  (tel  0322  91111). 

■  Jo-ba  (Hair  Health)  Ltd  have  changed 
their  name  to  Jo-ba  Ltd.  Former  Henna 
Hair  Health  managing  director  Martin 
Vincent  has  sold  out  his  interest  in  the 
company  to  parter  Sidney  Lerner  in  order 
to  concentrate  on  Jo-ba. 

■  Retailers  can  now  change  foreign 
currency  travellers  cheques  and  notes  for 
a  sterling  cheque  at  American  Express 
bureaux  in  London.  The  service  is  offered 
at  6  Haymarket,  421  Oxford  Street,  and 
127  High  Street,  Kensington.  The  retailer 
should  first  telephone  the  nearest  bureau. 

■  ICI  chairman  John  Harvey-Jones 
reports  that  the  company  had  a  very  good 
March,  justifying  the  "cautious 
optimism"  he  expressed  in  ICI's  latest 
annual  results.  Sales  in  the  three  months 
to  March  31  reached  £2, 020m,  compared 
to  £1 ,781m  in  the  equivalent  period  last 
year.  Profit  before  tax  was  doubled  at 
£128m,  compared  with  the  previous 
£62m.  These  results  show  an 
improvement  on  any  quarter  in  1982. 


COMING  EVENTS 


Bus  link  for  gifts 
and  watch  fairs 

The  organisers  of  two  major  exhibitions 
taking  place  simultaneously  at  Olympia 
and  Earls  Court  in  September  have  joined 
forces  to  arrange  a  free  mini-bus  link 
between  the  two  shows. 

From  9.30am  buses  will  depart  at  half- 
hourly  intervals  from  the  main  entrances 
of  the  Autumn  Gifts  Fair  at  Olympia  and 
the  International  Watch,  Jewllery  &  Silver 
Trades  Fair  at  Earls  Court,  with  a  door- 
to-door  journey  time  of  around  fifteen 
minutes.  The  last  bus  will  leave  each 
venue  at  6pm. 

The  Autumn  Gifts  Fair  opens  at 
Olympia  on  September  3,  a  day  earlier 
than  the  International  Watch,  Jewellery  & 
Silver  Trades  Fair  at  Earls  Court.  The 
mini-bus  service  operates  from  Sunday  to 
Wednesday. 

Information  from  International 
Watch,  Jewellery  &  Silver  Trades  Fair, 
Earls  Court:  Reed  Exhibitions,  Surrey 
House,  1  Throwley  Way,  Sutton,  Surrey 


APPOINTMENTS 


■  Woolworth  holdings  pic:  Richard 
Harker  is  to  join  the  board  as  an  executive 
director.  Agreement  has  been  reached 
with  Associated  Dairies  Group  for  them 
to  release  Mr  Harker  from  his  contract  as 
operations  manager  of  Asda  Stores. 

■  Hoechst  AG  have  invited  Mr  Abdul 
Baqi  Al-Nouri  of  Kuwait  Petroleum  to 
join  the  company's  supervisory  board. 
Kuwait  Petroleum's  shareholding  in 
Hoechst  reached  nearly  25  per  cent  last 
year  (C&D  October  9,  p666). 

u  Lundbeck  Ltd:  Paul  Evans  is  appointed 
to  the  newly-created  post  of  co-ordinator 
of  clinical  trials.  He  will  continue  with  his 
existing  responsibilities  as  manager  of 
regulatory  affairs  and  new  products.  Alun 
Morgan  has  been  promoted  to  group 
product  manager. 

n  Schering  Plough:  Peter  Ridsdale  has 
been  appointed  regional  personnel 
director  for  Europe,  the  Middle  East  and 
Africa,  in  the  international  consumer 
products  division.  This  will  include 
responsibility  for  Scholl,  Rimmel, 
Maybelline,  Chicogo  and  Plough. 

■  Albright  and  Wilson  Ltd:  Mr  K.  A. 
Ward,  managing  director  with 
responsibility  for  finance  and 
administration,  it  to  retire  at  the  end  of 
this  month.  Mr  F.H.C.  Podger  became 
finance  and  administration  director  on 
May  1 .  Mr  G.R.  James  has  been 
appointed  to  the  newly-created  post  of 
technical  director.  Previously  Mr  James 
was  managing  director  of  the  phosphates 
division,  where  he  will  be  replaced  by  Mr 
W.D.  Adair. 


SMI  4QQ.  Autumn  Gifts  Fair,  Olympia, 
Trade  Promotion  Services  Ltd,  6  Warren 
Lane,  Woolwich,  London  SE18  6BW. 

m  Unichem's  Corfu  convention  at  the 
island's  Hilton  Hotel  from  September  19, 
is  now  fully  booked.  There  is  a  possibility, 
however,  that  further  rooms  may  be 
available  and  anyone  still  wishing  to 
attend  the  week-long  convention  should 
contact  Lynne  Farmer  at  Soler  Touriste, 
Unichem  House,  Cox  Lane,  Chessington, 
Surrey,  tel:  01-391  2525. 

Monday,  May  9 

Nnrlh  Melropolitan  Branch.  Pharmaceutical  Society,  Coram 
Lecture  Theatre,  School  of  Pharmacy,  at  8pm.  General 
meeting  lolowed  by  "Home  brewing  and  wine  making*' 
presented  by  CWE. 

Wednesday,  May  11 

Isle  of  Wight  Branch,  Pharmaceutical  Society,  Barton  Manor, 
Whippingham,  East  Cowes,  at  7pm.  Tour  of  gardens  and 
vineyard  followed  by  wine  tasting.  Contact  Mr  G.  Trueman  on 
Ryde  62673  if  attending. 

Worthing  Branch,  Pharmaceulical  Society,  Worthing 
Postgraduate  medical  centre,  Homefield  Road,  Worthing,  at 
8pm.  Mrs  M.  Sutcliffe  gives  a  postgraduate  lecture  on 
"Congestive  heart  failure  and  treatment." 

Thursday,  May  12 

Dundee  and  Eastern  Scottish  Branch,  Pharmaceulical  Society, 

Pharmacy  Department,  Ninewells  Hospital,  at  7.30pm.  Open 
committee  meeting  to  discuss  motions  for  Branch 
Representatives'  Meeting. 

Advance  information 

Medico-Pharmaceutical  Forum,  Royal  Society  of  Medicine,  l 
Wimpole  Street,  London  W  l  M  8AE.  on  June  2  "The 
microchip  in  medicine  —  problems  and  prospects." 
Symposium  fee  £12.50  (buffet  lunch  £5.50).  Further  details 
from  Dr  D  M.  Burley,  Medico-Pharmaceutical  Forum,  1 
Wimpole  Street,  London  W 1 M  8AE. 
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CLASSIFIED 


Post  to 

Classified  Advertisements, 
Chemist  &  Druggist, 
Benn  Publications, 
Sovereign  Way,  Tonbndge, 
Kent  TN9  IRW. 
Telephone  Tonbndge  (0732) 
364422.  Telex  951  32. 
Ring  Joanna  Young  for  further 
information  on  extension  272. 


Agents 


Publication  date 

I: very  Saturday 
Headings 

All  advertisements  appear 
under  apropriate  headings 
Copy  date  4pm  Tuesday  prior 
to  publication  date. 
Cancellation  deadline 
5pm  Monday  prior  to 
publication  date. 


HAIR  ACCESSORIES  AND 
FASHION  EARRINGS 

Agents  required  to  cover  the  following  areas: 
South  London,  Surrey,  Sussex  and  North  Kent,  South 
and  North  Scotland,  NE  England,  Yorkshire,  Leeds,  Hull, 
Sheffield  and  Nottingham. 
Tel:  01-439  3530  office  hours  or 
01-959  0621  evenings 


Exports 


i  *  SELLING  K  SHIPPING  K  CONFIRMING  *  WAREHOUSING  X  EXPORTING  * 


COMPLETE 

EXPORT  SERVICE 

CONTACT  US  FOR  YOUR:  EXPORT 
REQUIREMENTS  INCLUDING  PROPRIETARY  — 
GENERIC  PHARMACEUTICALS  AND  BRANDED 
—  UNBRANDED  COSMETICS  WORLDWIDE. 

INQUIRIES  FROM  MANUFACTURERS  SEEKING 
EXPORT  MARKETS  FOR  THEIR  PRODUCTS  ALSO 
WELCOME. 

INTERPHARM  EXPORTS  LTD. 
216  ST.  JAMES'S  ROAD.  CROYDON, 

SURREY  CRO  2BW. 
TELEX:  8951260  TEL:  01-683  1160 


*  EXPORTING  «  PACKAGING  *  FORWARDING  *  BUYING  *  SELLING  IK  SHIPPING  Z 


Appointments 


WAREHOUSE 
MANAGER 


Age  25  40  years.  Experience  in 
pharmaceutical  distribution 
desirable  but  not  essential. 
Applicants  must  have  previous 
supervisory  and  organisational 
experience. 

Apply  in  writing  to:  — 

Mr.  M.  Hassan, 
Operations  Manager,, 

RABIN  LTD, 
16-2,4  Orsman  Road, 
London  N1  50J. 


Shopfitting 


JLPLNKL 

STORE  FITTING  LIMITED 


For   the   ULTIMATE    in  pharmacy 
design   with  emphasis  given  to 
individual  requirements . 

Telephone    0626  832059 

Allplon  House,  Cavalier  Rood.  HealMield 
Newloo  Abbot.  Devon.  TQI2  6TG 


C&D  CLASSIFIED 
GETS  RESULTS 


Display  /  Semi  Display  £1 1 .00 

per  single  column  centimetre, 
min  30mm  Column  width 
42mm . 

Whole  Page  £950.00 

(260mm  x  180mm) 
Half  Page  £500.00 
(125mm  *  180mm) 
Quarter  Page  £280.00 

( 125mm  *  88mm) 


Professional  Prescription 
Computer  Labelling 


Box  Numbers  £2  50  e\i ra 
Series  Discounts 

5"»  on  3  insertions  or  over. 
10°'o  on  7  insert  ions  or  over. 
I5"'n  on  13  insertions  oi  over 


THE  SHAPE  OF 
THINGS  TO  COME 


Important  Announcement 

John  Richardson  in  conjunction  with  Acorn 
Computers  are  launching  the  new 
PHARMACY  COMPUTER  LABELLING  SYSTEM 

at  the  Royal 
Pharmacuetical  Society's  Headquarters 
(1  Lambeth  High  St.)  on  Thursday  1 2th  May 
1983. 

The  system  can  also  be  seen  at  the  N.P.A. 
Show  in  Edinburgh  on  1 5th  May  (private 
demonstrations  are  available). 
Based  on  the  superb  BBC  Computer  the  system 
will  outdate  and  outperform  all  others  and  will 
form  the  basis  of  a  complete  business  system. 

It  represents  a  remarkable  advance  in 
technology  yet  every  pharmacist  will  find  it  so 

easy  to  use. 
You  must  see  it  before  making  your  important 
buying  decision. 


Trade  Marks 


Trade  Mark  929213  consisting  of  CALOREX  and  registered 
in  respect  of  "Pharmaceutical  preparations  and 
substances,  all  for  use  in  the  treatment  of  obesity"  was 
assigned  on  20  November,  1982  by  Sanol  Schwarz  Phar- 
maceuticals Limited  of  The  Limes,  130  High  Street, 
Chesham  HP5  1EF  to  Britannia  Health  Products  Limited  of 
Lonsdale  House,  7-11  High  Street,  Reigate,  Surrey  RH2 
9RR,  WITHOUT  THE  GOODWILL  OF  THE  BUSINESS  IN 
WHICH  THE  MARK  WAS  THEN  IN  USE. 
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Trade  Services 


Shopfitting 


Tablet  Production, 
Liquid  Production, 
Powder  Production, 
Packing  . . . 


CONTRACT  PHARMACEUTICAL  SERVICES  LIMITED 
Park  Road.  Overseal,  Burton-on-Trent,  Staffordshire. 
Telephone  (0283)  221616,  Telex  341345. 


Business  opportunities 


Start  your  own 

VIDEO  CLUB 

with 


and  make  £££££££££  extra  Profit! 


ftf-  less  tinan  the  cast  of  buying  1  film  a  vVsek,you  can  boww 
25  fast  moving  titles 


No  long  contract.  No  Deposit.  No 
franchise  fee.  The  EPS  "Video  Club 
Pack"  gives  you  your  own  Video  Club 
with  access  to  over  2,000  different 
films.  For  as  little  as  £25  +  VAT  per 
week  you  get: 

FILMS 
DISPLAY 
PAPERWORK 
FREE  EXCHANGES 


[When  you  renf 
films  kow 


Tel: 

01  226  7807/7836] 
NOW 


25  exciting  video  films 
A  smart  wall  mountable  display  unit 
100  Membership  Application  Forms 
You  can  exchange  AS  MANY  films  as  you 
like  for  different  titles  AS  OFTEN  as  you  like  —  at  no  extra  charge! 
Payment  is  weekly  by  Standing  Order 

Lots  of  your  customers  already  own  videos.  And  a  Video  Club  will  bring 
NEW  customers  through  your  door!  Why  let  this  business  go  elsewhere? 
Remember:  You  can  exchange  as  many  films  as  you  like  as  often  as  you 
like.  Get  in  on  this  growth  market.  ASK  FOR  DETAILS  TODAY. 

IfTnfS]  75  Holloway  Road.  London  N7  8JZ  (office) 

lUjE?  Telephone:  01  226  7807/7836  NOW! 


RETAILERS 
WANTED  IN 
TOILETRIES 

YOU  DO  THE  BUSINESS. 
WE  LOOK  AFTER  THE 
HEADACHES. 

Trade  under  our  roof  as  a 
concessionaire  and  let  us  take 
the  worry  out  of  retailing.  The 
traffic's  there,  the  rates  are 
reasonable  and  we  solve  all 
the  administration  problems. 
Opportunities  available  NOW 
in  5  busy  sites  in  England  and 
Scotland. 
Ring  or  write; 
Mr  M.W.  Nesbitt. 
Group  General  Manager, 
Grandfare, 
224  High  Street,  Erdington, 
Birmingham  B23  6SJ. 
Tel:  021  382  3039. 


START  A 
VIDEO 
CLUB! 

25,000  video  films 
for  hire  from  only 
13V2p  per  day! 
No  deposit 
required. 

Exchange  titles  as 
often  as  you  like. 

01-226  7836 

TRADE  ONLY 
—  PHONE 
NOW. 


SHOPKIT 

Our  prices  are  so  low  that  many  retailers  think  Shopkit  is  a  low  quality, 
inferior,  imported  product.  Tnis  is  not  so.  Shopkit  is  manufactured  in 
Peterborough  by  British  workers  who  are  proud  of  their  product. 
SHOPKIT  Standard  range  of  Shopkit  is  usually  ex-stock  our  Peterborough 
factory.  "Specials"  to  meet  any  requirement  take  a  little  longer. 
SHOPKIT,  50  Ivatt  Way,  Westwood  Industrial  Estate,  Peterborough 
PE3  7PN.    Telephone  (24  hour  service)  Peterborough  (0733)  265263. 


SHOPFITTINGS  for  the 
PHARMACY 


N.P.A.  b  NUMARK  APPROVED 

A  modular  system  for  the  pharmacy  together  with  a  full 
shopfitting  service. 

Write  or  phone  to  David  Olney:- 

CAMBRAVALE  LTD. 

8  COMMERCE  WAY,  LEIGHTON  BUZZARD,  BEDS. 
(0525)  381356.  Telex:  826715  AREO  G. 


Import/Export 


MoHown  Limited 

IMPORTATION  WITHOUT  A  LICENCE  FROM 
INSIDE  THE  E.E.C.  OF  PARALLEL  IMPORTS 

The  requirement  for  a  licence  contained  in  Section  7  of  the  196S  Medicines 

Act,  modified  by  the  1978  Order,  is  still  the  law  in  England  and  Wales,  but  to 

the  extent  that  it  is  in  conflict  with  the  "free  movement"  provisions  of  the 

E.E.C.  Treaty,  it  may  be  overriden  by  the  European  Court. 

Accordingly  we  invite  your  enquiries  direct  to  Brussels  for  the  supply  of  ethical 

pharmaceuticals  for  sale  on  the  home  market,  or  indeed  for  re-export.  Unless 

otherwise  requested  all  prices  will  be  free  delivered,  excluding  VAT. 

Maltown  Sprl.,  Centre  International  Rogier, 

6  Passage  International,  PO  Box  34,  1000  Brussels,  Belgium. 

Tel:  010  32  22183506   Telex  63527  QUIFAR  B. 


Stock  for  sale 


FASHION  JEWELLERY 

Beautifully  presented  on  exclusive  display  stands 
Fully  priced  and  ready 
FOR  SALE 
Put  the  Sparkle  Back  into  Business 
STAR  GEMS  OF  LEICESTER  LTD 
160  Melton  Road,  Leicester 
Telephone:  0533  667800 
Huge  Cash  and  Carry  for  Personal  Callers 
Thousands  of  lines  from  which  to  choose 


^ci&ccfo  @a&nteticA  Setter 

WHOLESALE  CASH  AND  CARRY 
425c  HARROW  ROAD  (opp.  First  Ave,  W10) 
LONDON  W1Q  4RE.  Tel:  01  960  0319 

PERFUMES  COSMETICS 

Stockists  of  brand  names  of  perfumes  and  cosmetics  and  chemist 
sundries.  Price  lists  avail.  Phone  orders  delivered 
Open  MonFri.  8.30am-5.30pm   Sunday  9.00am  2  00pm 
Late  night  Thursday  8.30am  7.00pm 


PERFUMES/COSMETICS 

A  wide  range  of  branded  and  non-branded,  from  one  of  London's  leading 
perfumery  and  cosmetic  wholesalers. 
Shure  Enterprises.  5-7  Great  Eastern  Street,  London  EC2. 
Tel:  01  247  3122  Telex:  894921  SHUREG 
Open  Mon  Fri  10.00  am-6.30  pm.    Sunday  9.00  am-2.30  pm. 
We  deliver  reasonable  orders 
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Trade  Marks 


The  Trade  Marks  set  out  below  were  assigned  on  26  November,  1982  by  MINNESOTA  3M 
LABORATORIES  LIMITED  of  1  Morley  Street,  Loughborough,  Leicester  LE11  1EP  to  RIKER 
LABORATORIES  INC  of  19901  Nordhoff  Street,  Northridge,  California  91324,  United  States  of  America 
WITHOUT  THE  GOODWILL  OF  THE  BUSINESS  IN  WHICH  THE  MARK  WAS  THEN  IN  USE. 

Goods 

All  goods  included  in  Class  5 
All  goods  included  in  Class  5 

Pharmaceutical  preparations  for  the  treatment  of  mouth  ulcers 
All  goods  included  in  Class  5 
Pharmaceutical  preparations  and  substances 
All  goods  included  in  Class  5 

Pharmaceutical  preparations  for  use  in  the  treatment  of  coughs 
All  goods  included  in  Class  1 
All  goods  included  in  Class  10 

Pharmaceutical  preparations  and  substances  all  for  use  by  spraying 
Containers  of  common  metal  adapted  to  dispense  their  contents  in  aerosol  form  for 
medical,  surgical  and  hygienic  purposes 

Pharmaceutical  preparations  and  substances  for  use  in  the  treatment  of  obesity 
Handles  wholly  or  mainly  of  common  metal,  being  fittings  for  containers  adapted  to 
dispense  their  contents  in  spray  form 

Handles  wholly  or  mainly  of  plastics,  being  fittings  for  containers  adapted  to  dispense 
their  contents  in  spray  form 

Pharmaceutical  and  medicinal  preparations  for  use  in  the  treatment  of  and  for  conditions 
requiring  respiratory  stimulation 
Pharmaceutical  and  medicinal  preparations 

Pharmaceutical  products  in  liquid  and  tablet  form  and  having  sedative  and  anti-histaminic 
properties  for  use  as  bronchodilators 

Pharmaceutical  preparations  having  broncho-dilatory  properties 

Pharmaceutical  and  medicinal  preparations  and  substances,  all  in  capsules  or  containers 
in  the  nature  of  capsules 


716520 

THEODROX 

B 722797 

RIKER 

764024 

MULCETS 

770798 

INTRALGIN 

787278 

DUROPHET 

795026 

CODURAL 

795517 

PHOLTEX 

798265 

RIKER 

798266 

RIKER 

801624 

RIKOSPRAY 

Rnifi?5 

RIKOSPRAY 

It  1  l\ \J  O  r  It  AA  I 

806425 

DUROMINE 

815626 

RIKOSPRAY 

819949 

RIKOSPRAY 

916783 

NUMOTAC 

920079 

LERGOBAIM 

930704 

PULMADIL 

992656 

PULMADIL 

1018419 

ALU-CAP 

CHEMISTS? 
DRUGGIST 


Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &•  Druggist, 

Benn  Publications  Ltd.,  Sovereign  Way, 

Tonbridge,  Kent  TN9  1RW 

Telephone:  Joanna  Young  0732  364422  Ext.  272 

Copy  date  4pm.  Tuesday  prior  to  publication  date 


ORDER  FORM 

Please  insert  as  below  our  advertisement  under  the  heading  

Please  invoice  insertions 

PLEASE  PRINT  


Name 
Address 


Phone  Date  Signed 


Typesetting  and  graphics  bv  Magset  Ltd.  Sidcup,  Kent  Printed  by  Riverside  Press  Ltd.  Whitstable.  Kent  Published  by  BENN  PUBLICATIONS  LTD.  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 
Registered  at  the  Post  OHice  as  a  Newspaper    29/23/  16s 


ncn  you  warn 


FTT 

■  i  ■  •  i  f .  l  ki  i  j 

From  ONE  to  whatever  quantity  then  use  our 
fPERFAST  service  for  a  complete  range  including 
TING  •  TIMING  •  CODING  •  NUMBERING  etc 

Send  for  f  urtherdetails  and  brochure 


OHN  T.CLARKE  &SOM  LTD  £ 


ITERSEA  RD  HEATON  MERSEY  STOCKPORT.CHESHIRE  SK4  3EN 
LEPHONE  061  432  9451 

LONDON  OFFICE      31  HOXTON  SQUARE       LONDON  N1  6NP    TEL  01  739  6956 
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SURGICAL  ELASTIC  HOSIERY 
BELTS  —  TRUSSES 

•  TWO-WAY  STRETCH  ELASTIC  YARN 

•  FLATBED  KNIT  &  CIRCULAR  KNIT 

•  NYLON  LIGHTWEIGHT  STOCKINGS 

•  NYFINE  LIGHTWEIGHT  TIGHTS 

•  SEAMLESS  ONE-WAY  STRETCH 

•  NYLON  NET 

Stock  Sizes  or  Made-lo-Measure 
Obtainable  direct  or  through  your  wholesaler  Write  lor  literature 

Stock  Belts  (Abdominal  and  Spinal)  ■  Elastic  Band  Trusses  -  Jock  Straps 
Suspensory    Bandages  Athletic    Slips  Stockinette  Bandages 


SALLIS  LTD 


Vernon  Works, 
Phone:  787841 12 


Bastord,  Nottingham 
Grams:  Eesiness 


THE  TRIANGLE  TRUST 

The  Triangle  Trust  1949  fund  is  an  independent  charitable 
trust  administered  by  a  Board  of  Trustees.  Its  primary  aim  is 
the  relief  of  hardship  or  distress  in  the  case  of  people  and 
their  dependants  employed  or  formerly  employed  in  the 
pharmaceutical  industry  in  Great  Britain.  Such  relief  may 
include  assistance  with  educational  expenses. 
The  Trustees  will  also  consider  on  their  merits  any  applica- 
tions for  assistance  beyond  the  scope  of  an  employer's 
responsibilities,    concerning    education    or    training  at 
recognised  centres  of  study  for  general  or  special  subjects. 
For  additional  information, 
or  to  apply  for  assistance,  write  to:- 
The  Secretary  Dept  CD 
THE  TRIANGLE  TRUST  1949  FUND 
Clarges  House,  6  12  Clarges  Street 
London  W1Y8DH 


COMPUTERISED 

TWO  COLOUR  f  65Q 

LABEL  PRINTING  SYSTEM  ^WWW 

FEATURES  INCLUDE 

*  600  Drugs  of  your  own  choice 

*  100  Standard  Labels  of  your  own  choice 

*  Cautionary  Label  Indicator 
"  60  Dosage  Codes  20  Groups 

*  System  up  to  10  labels  ahead  of  printer 

*  Daily  prescription  Analysis 

*  Daily  Quantity  Printout 

*  Repeat  &  Batch  Labels 

*  4  Seconds  max.  per  Label 

*  British  Microcomputer 


FULL 
DISPLAY 


+  VAT 
ONLY 


MEDI 
+ 

PRINT 


Ring 
028  373 
3627 
now 


Modular  shopfittings  designed  and 

manufactured 
in  Great  Britain 


See  us  at 
Shopex 
Chemist  Feature 
Shop 
Stand  353 


TRITON  SHOPFITTING  SYSTEMS  LTD. 

Auckland  House  Farleigh  Road  Warlingham  Surrey  CR39EJ 
Tel:  Upper  Warlingham  (088  32)  2151 


I  would  like  to  know  more  about 
the  Triton  shopfitting  range. 


Name. . 
Position 


Company. 
Address . . . 


E&RGarrouId  Limited 

104-106  Edgware  Road.  London  W2  2EA 

NAMt 


Tel:  CodeSS/PBCD 
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Dentu-Hold's  unique.  It's  liquid.  And  it  feels  'invisible.'  It  was  a  rip-roaring- 
success  when  it  was  test  marketed  in  Anglia,  outselling  all  competitive  brands  in  the 
first  six  months.  And  stimulating  the  growth  of  the  fixative  market  by  18%. 

Now  it's  going  national.  With  a  heavyweight  TV  and  press  campaign. 
Featuring  the  unforgettable  'Invisible  Man! 

So  make  sure  you  buy-in  plenty  of  Dentu-Hold.  The  denture  fixative  that 
does  an  amazing  vanishing  act. 

FROM  STAFFORD-MILLER. THE  LEADING  NAME  IN  DENTURE  FIXATIVES. 


